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LETTERS 


EDITOR 


—— 
How Poster Men, 
Could Fight Back 


Sir,—With reference to your 
leading article “Poster Industry's 
Fight for Existence” (August 9) 
1 suggest that the poster indus- 
try fights back in a practical and 
tangible way which even the most 
obtruse and biased of planners 
‘in the Government (central or 
“jocal) can understand. 

For every site which disappears 
challenge one 
available site should be taken 
‘from a Government poster cam- 
-paign and offered to the adver- 
tiser who has suffered, and the 


industry should make sure that the 
* Government's present billing be 


used as a basis for all further 
‘campaigns, less the progressive 
decrease in the number of avail- 
able sites brought about by the 


C. J. MALTBY. 


" Lower Green Road, Esher. 


Artists Resent 
Criticism 
Sik,—An artist or copywriter 


’ who works happily in a team is at 


best devoid of originality; at 
worst a good “cribber.” 

Despite the cliché: “Creative 
work is 2 per cent inspirational, 
98 per cent perspirational” that 
2 per cent must be given mental! 
birth. Sensitivity—the essence of 
-makes him resent- 
ful of criticism of his brain-child. 
More so when criticism is dis- 
persed by those unqualified to 
judge. 

Artists and copywriters must 
work in a team to produce perfect 
advertisements. But happily? 
Never! 

After all. Wren did not build 
St. Paul’s Cathedral by himself. 
But I doubt if it would be easy 
to discover the names of the men 
who mixed the cement. 

M. BARON-HILL, 
41 Franklin Crescent, Mitcham. 


‘Ad. Men Take Selfish View On 
Price Fixing Prohibition’ 


Sin,—May | submit that we ad- 
verlising men are taking a much 
too selfish attitude to the possible 
effect of the Government's pro- 
posals to prohibit resale price 
maintenance. 

We seem to be concerned only 
as to whether those proposals 
will increase or decrease advert- 
ising. 

We exist as servants of industry 
and trade. We benefit out of their 
prosperity. We sutter out of their 
joss. If these proposals injure 
industry and trade, they will in- 
evitably injure us. 

Therefore, we should be con- 
cerned not with their immediate 
effect upon our business but with 
their ultimate effect on business 
in general, 

lhe Government's proposals 
go far beyond any restrictions 
imposed in the United States or 
any other country, with the pos- 
sible exception of the Iron Cur- 
tain countries, of which I have 
no knowledge. 

The basic chain of events is 
simple. Some large retailer or 
retail chain” cuts prices on some 
well known product. Its rivals 
are forced to retaliate by cutting 
sull further. In the end that pro- 
duct is being sold at a loss. So no 
one wants to sell it and it is 
driven “under the counter,” while 
unbranded or lesser known and 
probably inferior substitutes are 
sold in its place. This stage is 
reached, first of all, by the small 
retailer but ultimately by all retail 
outlets. And, of course, the 
vicious circle is not confined to 
one line. 

What happens, meanwhile, to 
the manufacturer? First he finds 
an immediate increase in orders 
from his biggest customers. 
Second, a decrease in orders and 
an ever increasing reluctance to 


display from his smaller cus- 
tomers. 
Finally, when his line has 


ceased to show any profit, he finds 
orders drying up altogether from 
the big customers who started the 
rot. 


In the interim he has lost that 
steady flow of manufacturing 
which is essential to economical 
production. In the end he finds 
himself landed with stocks which 
are unsaleable except at a price- 
cutting loss. 

This in its turn means unem- 
ployment for his workers and 
damage to the export trade, which 
depends upon a healthy home 
trade. 

And the public consumer, after 
enjoying the temporary advantage 
of being able sometimes to buy 
at cut prices the lines he has been 
taught to want, wakes up one day 
to find all his standards of value 
gone with the wind. 

Admittedly, this will be a slow 
and gradual process, all the slower 
because of re-armament and 
general shortage of supplies, but 
the corresponding shortage of 
money, that has already made 
itself felt in many trades, will 
provide an acceleration which 
might otherwise be lacking. 

But, whether it is slow or rapid, 
how can it help advertising? 

ERIC FIELD, 
Joint Governing Director, 
Erwoods Ltd. 


More Queries On 
Surveys 


Sin,—Now that the _Inter- 
national Advertising Conference 
is over I trust you will permit me 
to revert to the correspondence 
relating to cross-sections arising 
out of the survey of “What 
Businessmen Read.” 

After indicating that a cross 
section comprising 1 in 35 of the 
Directory of Directors could not 
have produced the cross-section 
claimed by Dr. Abrams, we have 
a further statement to the effect 
that the cross-section comprised 
1 in 35 and 1 in 200. 

Surely this latter statement adds 
to the confusion? 

Such questions arise as: 

Did the 1 in 35 produce the 
same result as the 1 in 200? If 
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“no” then the whole must be in- 
accurate. If “yes,” then why the 
need for both? 

The 120 would produce the 
same as the 880 out of the 1,000 
selected names—and if approxi- 
mately one-tenth of the whole 
produces accurate results, why 
120? 

Does Dr. Abrams really believe 
research is so scientific that with- 
out a complete knowledge of the 
whole he can perform a survey 
over any group comprising several 
hundred thousands by question- 
ing 10 or 20 people? 

1 think Dr. Abrams would 
throw considerable light on the 
question of what constitutes an 
accurate cross-section if he would 
reply to these questions. 

W. HOWLETT, 
Paul E. Derrick Advertising. 


I.S.B.A. And 
Commercial Radio 


Sir,—The Government's adam- 
ant refusal to allow commercial 
radio does not surprise me, and 
the LS.B.A. is one body which 
has not been very helpful. Why 
recommend medical and drink 
sponsors in a plea for sponsored 
radio in this country? 

Why did not the 1S.B.A. seek 
the guidance of fully experienced 
and capable commercial radio 
people before presenting their 
case in this very important and 
serious ew 

CHARLES-DEAN. 
3 pO Street, W.1. 


Kemsley Newspapers is paying 
an unchanged interim dividend of 
5 per cent, less tax, on the 
£2,500,000 ordinary in respect of 
1951. Warrants will be posted on 
August 31. For each of the five 
preceding years a similar interim 
payment was followed by a final 
dividend of 7 per cent, making 
12 per cent. 2 


——— 
Chilly ColourSiinling with Jentce 


-WASS PRITCHARD & CO.,LTD. 


85 oC ST, ate 
ROYAL 71440 
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make your name a NAME 


More than a beautiful mantelpiece, more talked about; 
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the world recognises its value because 

it is a ROBERT ADAM mantelpiece. 

Make your name recognised too for quality ; 
the surest way to successful selling. 

The quickest way to win acceptance 


is ihrough advertising in House & Garden, 


read by prominent people who prefer 


a product they see featured in 


the pages of House & Garden. 


e~Cuyss 
; A 


House « Garden 


The Condé Nast Publications Ltd., 37 Golden Square, London, W.1 
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” Belfast, 
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‘IRELAND 


jIt all depends... 
A Letter From 


a 


Professor C. E. M. Joad writes 
from 4 East Heath Road, 
Hampstead, N.W.3: 

It has been brought to my notice 
that a paragraph has appeared 
in ADVERTISER'S WEEKLY ac- 
cording to which in a recent 
broadcast | am supposed to 
have said, “I write for a popu- 
lar newspaper and I have been 
told over and over again that 
I must not say certain things 
because it would offend the 
advertisers.” 

The reference is, no doubt, to an 
unscripted B.B.C. discussion 
which was recently broac'cast to 
overseas listeners (the Com- 
monwealth and America) in 
which | took part. What I 
believe myself to have said was 
that “I have from time to time 
written for popular newspapers 
and I have been told. . .” etc. 
would like to make this point 
in correction, because as 
printed, the paragraph seems 
to imply that I have been pre- 
vented by the Sunday Dispatch, 
to which I contribute a regular 
weekly column, from including 
remarks which might be re- 
garded as displeasing to adver- 
tisers. This is in no sense true. 
If you can find space to print 
this letter I should be grateful. 
@ The official B.B.C. transcript 

quotes Joad: “/ write for popular 

papers. Over and over again I'm 

told you mustn't say that, it will 

offend the advertisers; and I can 
give you chapter and verse.” 


Rate Increase For 


*Woman’s Pictorial’ 


The advertisement rate for 
Woman's Pictorial will be in- 
creased from £100 to £120 per 
page, colour pages from £160 to 
£180 per page, commencing with 
the issue dated November 3. 

When the present rate was 
established in 1947 the net sales 
were 152,759. To-day they ex- 
ceed 200,000. 


‘NO THREAT WAS 
INTENDED’ 


Sequel To ‘Join 


Now’ Circular 


HERE has been an. in- 

teresting sequel to the 
“join now” circular recently 
sent out by the Advertisement 
Contractors Association, the 
issue of which was exclusively 
revealed in our “To-morrow’s 
Topics” on July 26. 
“The letter, addressed to non- 
members, stated that the stage 
had been reached where most 
Chambers of Commerce in 
Britain had agreed to withhold 
their approval from firms not 
belonging to the Association. 

It was stated in “To-morrow’s 
Topics” that some firms which 
had rereived the letter considered 
there was “an implied threat” 
in it. 

ADVERTISER'S WEEKLY has now 
received the following letter from 
Derek Barnard, hon. secretary of 
the Advertisement Contractors 
Association : 

“As secretary of the Advertise- 
ment Contractors Association, I 
regret to learn that some firms 
who received our circulars invit- 
ing them to apply for membership 
of our Association, see in it an 
implied threat. This, of course, 
was not our intention. 

“I merely wished to point out 
that the Chambers of Commerce 


‘Advertiser’s Weekly’ 
To-morrow’s Topics 
July 26 


Conraovensy m expected 
to develop over a letter berg 
semt out by the Adve 


approval from firms noi belong 
MZ to the Association 


are naturally favouring firms en- 
gaged in our own sphere of ad- 
vertising who can show that they 
are members of the Advertise- 
ment Contractors Association. 


“My apologies to all who mis- 
understood our intentions.” 


Luxembourg: 


Some Sponsors 
Get More Time 


Additional time has been given, 
in certain cases, by Radio 
Luxembourg to advertisers 
whose broadcast time had 
fallen within a period of defec- 
tive reception. 

This goodwill gesture was due to 
a desire to establish the fullest 
confidence between sponsors 
and Radio Luxembourg, who 
had freely acknowledged that, 
for technical reasons, reception 
had sometimes been poor dur- 
ing the summer from 7 p.m. to 
8 p.m. Reception has recently 
been good over the whole 
period, it is stated. 

Although a marked improvement 
was noticed when the new 
directional aerial came into 
operation last Friday, Radio 
Luxembourg adhered to their 
original claim that it would not 
be working at its best till 
yesterday (Wednesday). 


‘Debutante’: Firm’s 
Creditors To Meet 


Buckingham Press Ltd, pub- 
lishers of Debutante, have given 
notice that a meeting of their 
creditors will be held at the 
offices of the company, 113 Shoe 
Lane, E.C.4, on August 21. 

The notice is issued under sec- 
tions of the Companies Act which 
cover voluntary liquidation. 

Directors of Buckingham Press 
Ltd. are H. R. Monkton, D. 
McAllan and J. L. Hyland. 


“SCANNING THE PROVINCES” 


A Factual 
Survey 
of 
jo Towns 
& Districts 


MONIAOHA ANE ONINAY 96 


Executives should apply FOR FREE COPY to R. H. PENNEY, Advertisement Director, 
Northclifle Newspapers Group Ltd., Carmelite House, London, E.C.4. Cen. 6000. 
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Govt. Make No Move On 
Ads. For Fuel Economy 


‘Osram’ Shines On 
Piccadilly 

A new “Osram” sign illumin- 
ated by Claudgen tubing of 
various colours has been erected 
in a prominent position facing 
Piccadilly Circus. It occupies the 
first and second floor elevations 
of a building at the corner of 
Coventry Street and the Hay- 
market. 

The lamp, forming the central 
feature of the sign, is 18 ft. 6 in. 
long, and is outlined by white 
tubing of specially high brilliance. 
The words “The Wonderful 
Lamp” are imposed across the 
lamp in 2 ft. block letters 
illuminated by a double centre 
line of yellow tubing. Twin runs 
of blue tubing on the outside 
and yellow in the middle pick out 
the word “Osram,” which flashes 
alternately in blue, yellow and 
both colours together. The 
initial “O” of “Osram” is 5 ft. 
9 in. high and the remaining 
letters 2 ft. 6 in. high. Borders 
of brilliant white tubing define 
the top and bottom of the sign, 
which is mounted on a bright 
aluminium panel 21 ft. high by 
17 ft. wide. 


Safety Guide 
Aids Publicity 


Posters, leaflets, pamphlets, 
and information on exhi- 
bitions, displays, films, and film 
strips are included in a “Planning 
Guide” folder produced by the 
Royal Society for the Prevention 
of Accidents in order to give 
Road Safety Committees maxi- 
mum assistance in arranging 
future programmes. 

More Courtesy is the theme 
for the whole of 1952, but the 
year is also divided into quarterly 
phases for supporting themes. 
Theme, ideas for a local cam- 
paign, and points for talks are 
included in the Guide’s eight 
sections. 

The first Guide will be pub- 
lished in September and will 
relate to the first quarter in 1952. 


| 


Although there are ominous 
warnings of fuel shortages for 
the winter, the Government has 
made no move, as yet, to 
organise publicity for fuel 
economy. 

A Ministry of Fuel and Power 
spokesman told ADVERTISER'S 
WEEKLY that no money had as yet 
been allocated by the Treasury 
for fuel economy publicity. 
Therefore no plans can be made. 

If a campaign should be 
decided upon at a later date it 
will be handled by C. Mitchell & 
Co., Ltd., who were newly ap- 
pointed at the commencement of 
the Government’s financial year. 

Meanwhile extensiye national 
campaigns by the leading electric- 
lamp bulb manufacturers will 
start next month. 

Reports indicate that several 
lamp companies will be increasing 
their appropriations. 

Edison-Swan Electric Co., Ltd.. 
will be spending a “trifle more” 
on advertising their Ediswan 
lamps. For Mazda lamps the 
British Thomson-Houston Co., 
Ltd., will “probably be spending 
about the same but perhaps a bit 
more.” 


4d. Locals Are 
Selling Well 


Highest ever A.B.C. sales for 
Manchester ain th Newspapers 
were recorded in the January to 
June 1951 period 

The average weekly circulation 
of Manchester City News, 
Wythenshawe Recorder and 
Stretford & Urmston News 
totalled 34,941. These papers 
< ting their increased costs 

Iling at 4d. per oopy, and 
ara stages of reorganisation with 
new plant to meet the rapid 
expansion are now being com- 
pleted. 


Window displays as part of the Army recruitin 
used in major cities throughout the British Isles. 


te-doy in Bernat fos hema Bed s 


campaign are being 
This photograph 


shows a shop window display in Birmingham which was designed and 
produced by Autur Display Organisation. 


‘Rigid Ideas’ Put Brake On 
Insurance Publicity 


Difficulties which beset collective advertising and public 
relations work for insurance are discussed by Victor Dover— 
for 20 years secretary of the Insurance Institute in London— 


writing in the IJnsurance 
Brokers’ Monthly. 

He quotes “a leading advertis- 
ing agent” as saying the collective 
advertising sponsored by the 
Industrial Life Offices Associa- 
tion has entirely the wrong 
approach. 

Mr. Dover comments: 

“The skilled advertising agent 
specialises in consumer demand 
and public response. He may not 
be a technician in insurance—he 
would not claim to be—but he 
does understand such matters as 
timing, sales appeal and public 
reactions. Insurance advertising 
and public relations work were 
at first too technical and later, 
probably in reaction, perhaps a 


Wine merchants in King’s Lynn staged special displays featuring 
Bordeaux wines when the Mayor of Bordeaux visited their Festival 


Week. The Mayor, 


with a representative of the Conseil Inter- 


professionnel du Vin de Bordeaux, visited merchants and took a glass 


of wine with them. 


Voice and Vision Ltd. arranged the displays. 


little too ‘popular’ and there- 
fore, it may be, somewhat trite 
and unconvincing. 

“The difficulty is that there are 
sO many companies, not all of 
whom are free fully to participate 
in combined publicity by reason 
of restrictive clauses in their 
respective memoranda and/or 
articles of association, It is their 
money which is being spent and 
therefore they desire to exercise 
contro] over the way in which 
itis disbursed. In insurance, great 
faith is placed in committees. 

“But publicity is _ cribbed, 
cabined and yon AE if subjected 
to committee control. Reference 
to a committee. invariably in- 
volves delay, whilst in publicity 
time is the essence of the contract. 
Topicality is essential if interest 
is to be captured and sustained.” 

Though the British Insurance 
Association has lately used “a 
well-known, efficient and splen- 
didly-organised firm of publicity 
experts,” says Mr. Dover, “there 
is reason to believe that this ar- 
rangement has not been without 
its problems. 

“Insurance men as a whole 
have somewhat rigid ideas. 

“An approach which has per- 
haps yet to be tried is to com- 
mission someone in whom full 
confidence would be placed by 
the paymasters and to whom wide 
authority would be given. He 
should be supplied with the 
names of a small number of in- 
surance men, the ‘ukase’ of any 
one of whom would be loyally 
supported by the whole insurance 
market. In this way insurance 
control would be maintained, 
coupled with that freedom and 
promptitude which are essential 
to public relations work.” 
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How Inquiry 
Expenditure On Advertising | 


CODE SYSTEM ASSURED SECRECY: 
THREE METHODS OF ESTIMATION 


Details of the inquiry which the Advertising Association 
has conducted into the national expenditure on advertising are 
disclosed in the Silver Jubilee issue of The Journal of the 
Advertising Association. The report, to be published soon, 
is described as “marking a further milestone im the battle of 


advertising for recognition as 
an essential and intrinsic part 
of our economic life.” 

Discussing the problem which 
the Association allocated in 1949 
to its newly-formed research and 
Statistics committee, the Journal 
comments: 

“What proportion of the 
national income is represented by 
expenditure on advertising? What 
proportion of this expenditure is 
allocated to, say, direct mail, out- 
door advertising, or the trade 
Press? At present our guesses 
would be based on a very flimsy 
foundation. . . . Even the media 
owners themselves, among whom 
this total expenditure is divided, 
have only the sketchiest know- 
ledge of the amounts contributed 
to this total by the group of media 
in which they are directly con- 
cerned.” 


A Two Year Job 

The investigation, which will 
deal with the statistics for the 
year 1948, will have taken over 
two years to complete. 

Three methods of estimation 
were used: 

1. The direct method—by ob- 
taining complete returns from 
media owners. Under this head- 
ing are included the important 
Statistical Review estimates of 
the expenditure on display ad- 
vertising in national news- 
papers. 

2. The advertising agents’ 
method—by combining the in- 
formation supplied by adver- 
tising agents about their expen- 
diture on different kinds of ad- 
vertising with the data given 
by media owners as to the pro- 
portion of their turnover which 
was placed by agents. 

3. The advertisers’ method— 
by combining the information 
supplied by national advertisers 
as to the allocation of their ad- 
vertising expenditure between 
media with the adjusted Sratis- 
tical Review estimates of adver- 
tising in national newspapers. 
Thus the final estimates were 

built up from three sets of data, 
each of which provided a degree 
of countercheck against the 
others. 

The report will be divided into 
two parts: the first describing the 
scope and main results of the 
inquiry; the second giving a 
detailed description of how the 
statistics were collected and the 
final results built up. 


To create confidence on the 
part of those supplying informa- 
tion, a well-known firm of 
accountants was employed to 
analyse the figures and a system 
of coding assured the secrecy of 
individual returns. Only aggre- 
gate figures within media ranges 
will be published. 

Among associations that have 
co-operated with advice and sup- 
port are: the Incorporated Society 
of British Advertisers, Institute of 
Incorporated Practitioners in Ad- 
vertising, Newspaper Society, 
Periodical Proprietors Associa- 
tion, British Poster Advertising 
Association, London Poster Ad- 
vertising Association, Solus Out- 
door Advertising Association, 
Electrical Sign Manufacturers As- 
sociation, Master Sign Makers 
Association, Association of 
Specialised Film Producers, 
British Direct Mail Advertising 
Association, Display Producers 
and Screen Printers Association, 


Scottish Silk Screen Printers and: 


Display Association. 


Publishers Big 
Campaign 


A party of Pressmen are being 
taken on a river trip to-day 
(Thursday) to meet Nicholas 
Monsarrat, author of “The Cruel 
Sea,” as part of the biggest pub- 
licity campaign that Cassell’s 
have launched since the war for 
any of their novels. 

It includes Press advertising in 
the literary weeklies and the big 
provincial journals. A great deal 
of editorial publicity has already 
been received in the London 
newspapers. Cassell’s publicity 
department has designed a com- 
plete window display which will 
be seen in a hundred booksellers’ 
shops all over the country, and 
has produced an announcement 
leaflet for the trade. 

Although it is entirely about 
the British Navy during the war, 
“The Cruel Sea” has been chosen 
by the Book of the Month Club 
in America, where sales have 
reached a quarter-of-a-million, as 
well by the Book Society and the 
Evening Standard here. 


The Australian Trade Press 
Agency Ltd. are sole representa- 
tives of the New Zealand Manu- 
facturer. 


Was Made 


“You may have done the Guinness 

campaign, old man, but we only 

take on chaps what's been to h’Eton 
and ‘arrer."’ 


ADVERTISER'S WEEKLY 


Into National 


" Ovahine Ads. 
In America 


If the decision reached by a 
Federal Trade Commission exam- 
iner is approved, Ovaltine ads. 
in the United States will be pro- 
hibited from pe E 

That three out of four (or any 
other ratio of the population) 
have vitamin or mineral deficien- 
cies making them listless, run 
down or nervous. 

That Ovaltine corrects iron- 
deficiency anzmia, _ beri-beri, 
pellagra and scurvy, helps avoids 
colds and night blindness, builds 
endurance and stamina, makes 
people feel fresh, vigorous, vital 
or buoyant in the morning. 

It will be permissible, however, 
to quote from Government studies 
on diet deficiencies and to make 
the claim that Ovaltine is bene- 
ficial in milder cases of nutrition 
deficiency. 


Local Links Prompt Transfer 
Of Three Weekly Papers 


Ownership of the Stamford 
Mercury Co. has been trans- 
ferred to the East Midland 
Allied Press, by agreement with 
Westminster Press Provincial 
Newspapers Ltd. 

The Stamford Mercury, Spald- 
ing Guardian and Boston 
Guardian are owned and pro- 
duced by the Stamford Mercury 
Ltd., which has for a number of 
years been a wholly owned sub- 
sidiary of Westminster Press Pro- 
vincial Newspapers Limited. 

Prior to their acquisition by the 
Westminster Press, the Spalding 
Guardian and the Boston 
Guardian had been under the 
direction of the late Sir Richard 
Winfrey who was one of their co- 
founders. 

Arrangements have now been 
made whereby the ownership of 
the Stamford Mercury Company 
has been transferred to the East 


Midland Allied Press, which is 
the group of néwspapers built up 
and controlled by the late Sir 
Richard Winfrey and of which 
his son, R. P. Winfrey, is now 
managing director. 

“The directors of the West- 
minster Press Provincia] News- 
papers Ltd. had in mind the long 
association of the Winfrey family 
with the public life and news- 
paper industry of South Lincoln- 
shire when negotiating the very 
amicable syrangement that has 
restored these newspapers to the 
East Midland Allied Press 
Group,” states an agreed an- 
nouncement. 

“Another happy aspect of this 
transaction is that both the West- 
minster Press and East Midland 
Allied Press have similar and 
adequate superannuation schemes 
covering all grades of employ- 
ment.” Employees would be trans- 
ferable without loss of benefit. 


A TNEVS BEST PALE ALL 


The latest Watney, Combe, Reid & Co., Ltd., window display features 
the company’s Red Barrel Best Pale Ale, designed by Norah Starling 
of Watneys advertising department and silk screened by Goodlands. 
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ADVERTISER'S WEEKLY 


Club News 


Manchester 
° 
The ‘Old Firm’ Are 
Recommended 

Annual meeting of Manchester 
Publicity Association will be held 
at the Café Royal, Manchester, 
on September 20. 

The council recommend D. J. 
Roe (chairman), E. A. Paessler 
(hon, treasurer), and O. Dearden 
(hon. secretary) for re-election to 
those positions. 

A. R. Fasham and D. W. Wicks, 
who retire from the council, offer 
themselves for re-election. 


ODD SP@T 


First issue of “Copy A,” 
magazine of the Birmingham 
Publicity Association, recalls 
why Alec Guinness became 
an actor. 

In 1932, when he was an 
advertisement copywriter and 
layout man, there was some 
delay on a four-inch square 
block he had ordered for a 
newspaper. Eventually a taxi 
arrived and two men staggered 
out with an enormous block. 
Alec had marked it up 4 ft. x 
4 ft.! 

The paper went to press 
with a blank space—and Alec 
decided to become an actor. 


Berks and Bucks 


New Speaking 
Section 

Public speaking plans for the 
winter are now being completed 
in clubs up and down the country. 

A new recruit to this field is the 
Berks and Bucks Publicity Club. 
A public speaking section has 
been formed and will meet fort- 
nightly in Slough as from Octo- 
ber. H. E. Shalson, chairman of 
the Club, states that a first-rate 
tutor will be in charge. The fee 
is 5s. 


London 


New Members 


Among the first batch of new 
members of London Publicity 
Club for the 1951/2 season are 
the following :— 

W. J. Leaper (general secretary, 
Solus Outdoor Advertising Asso- 
ciation Ltd.). J. F. Sova (general 
manager, Havas Ltd.). M. A. 
Chavasse (director, Glovers Ad- 
vertising Ltd.). Miss Patricia C. 
Smith (P.R.O., Eugene  Ltd.). 
J. H. Dresler (assistant advertis- 
ing manager, Burroughs Adding 
Machines Ltd.). 


Regent 
Soap-box Session 


The Regent Advertising Club 
announces that the first meeting 
of its public speaking section will 
be held on Thursday, Septem- 
ber 27. 


Sign-writing Praised : 
‘Immensely Improved’ 


A good word for the sign- 
writer was |e in by F. W. H 
Ransome - ith (exhibition 
department, S. H. Benson Ltd.) 
in an address on “Exhibition 
Stand Design” to members of the 
British Typographers Guild. They 
had improved immensely in 
recent years, he said; formerly 
they had had a rather grim time 
in getting good type specimens as 
lettering models. 

While the craft still could do 
with some “cleaning up,” to 
“blow up” exhibition lettering 
from type was an expensive alter- 
native. He condemned the over- 
use of a fashionable type 
face, as when Playbill was used 
for almost every purpose in a 


Four Men In 
A Boat 


Four commercial artists who 
all work in the studios of 
Cecil D. Notley Advertising had 
an alarming adventure when their 
4-ton cutter, Osprey, was beached 
on the Sussex coast in one of the 
worst Channel storms since last 
winter. 

T. M. Jones, of Cricklewood, 
was resting at the Bracklesham 
Bay hotel, near Chichester on 
Sunday with the rest of his party, 
Roy, his 22-year-old son, William 
Hopkins of Highgate, and Colin 
Forbes of Westcliff-on-Sea, after 
they had waded overnight 150 
yards through the surf to reach 
land. 

“We set off on Saturday morn- 
ing from Langstone Harbour and 
when about. nine miles off the 
Nab the rudder broke,” said Mr. 
Jones. {‘We put out sea anchors 
but wete driven towards land. 
Our dinghy went and we shipped 
a lot of water. Nine hours later 
we ran aground. It was quite a 
breathless experience.” 

The boat was pounded by the 
seas all night, and much of the 
planking went with the battering. 
Laid down in 1896 and of sturdy 
build, Osprey had ridden the 
storm safely without a rudder 
only to begin to break up when 
aground on the shingle beach. 


Promotion For 


‘Housewife’ 

In accordance with the House- 
wife promotion policy announced 
in April, the September issue (on 
sale to-day) will receive special 
publicity. An original feature of 
this promotion is a three-stage 
Jackpot Competition to be judged 
by Mr. and Mrs Wilfred Pickles. 
It will run in each of the Septem- 
ber, October and November 
issues. Each competition will be 
self-contained with £100 in prize 
money. The 20 competitors 
scoring the highest total points 
will receive special prizes totalling 
£1,000 


1,000. 
Large ad. spaces are being taken. 


display. Model cut-out lettering 
he described as “very nearly 
perfect,” and he made mention of 
a new cut-out cork letter of 
French manufacture which had 
many and versatile uses in stand 
design. i 

The majority of designs were 
serious sales efforts. Prestige 
stands by exhibitors with nothing 
available to sell had spoilt many 
designers, he maintained. 

The speaker's own method of 
work was to start by rule of 
thumb, to consider the restrictions 
to the problem (height, building 
line, obstructions, siting), the pro- 
vision of office accommodation, 
and the lighting, and then to 
work through to a composite 
whole. 


Designs could be submitted to | 


clients as perspective eolour draw- 
ings, isometric projections, or 
models, each method having cer- 
tain advantages. 
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Press Golfers 


At Angmering 


Lord Rothermere held his 
President's Day of the Press 
Golfing Society at the beautiful 
Ham Manor Golf Club, Angmer- 
ing, last week by courtesy of the 
Club’s captain, Sir John Gibson 
Graham and the committee. 
Some 30 Press golfers competed 
in a most enjoyable event. 

Prevented at the last moment 
from attending the luncheon, 
Lord Rothermere was represented 
by John Marshall, editor, Evening 
News, who won a prize for the 
best score by a player of 18 
handicap or over, handed to him 
by Sir Harry Brittain, a vice- 
president of the Society. 

Other prize winners were: 1, 
senior H. L. V. Day (Sunday 
Graphic), 2, Crawford White 
(News Chronicle), tied; junior, 1, 
D. Crosby Fisher (Daily Mail), 
2, J. Hallows (Daily Mail). Hid- 
den hole, senior, Charles Graves; 
junior, Joe Canty (Daily Tele- 
graph). Best average score, J. 
Southcott (Star). 


A happy group at the President's Day of the Press Golfing Society. 


Oil Substitute For Litho Printing 


Polydiene, a synthetic substi- 
tute for linseed oil, derived from 
the by-products of synthetic 
rubber making, has been tested 
for lithographic printing. 

It is said to cause very little 
swelling of offset rubber blankets 
and to give satisfactory results as 
a drying oil in litho ink used 
under workshop conditions in off- 
set colour printing. 

This is one of the new devel- 
opments announced in the latest 
issue of Printing Abstracts, pub- 
lished by the Printing, Packaging 
and Allied Trades Research As- 
sociation, 

A method of coating paper to 
enhance the colour contrast in 
printing is described. Second im- 
pression cylinder set-off, creeping 
of the cylinder packing, wear on 
the printing plate and other 
troubles are said to be reduced 
on newspaper and magazine 
rotaries by the use of a new im- 
pression plate. This device con- 
sists of a rigid metal backing 
plate carrying a cover, bonded to 


the plate, of rubber, synthetic 
rubber or plastic. 

A cylindrical printing cylinder 
with a perforated outer surface 
from which ink is transferred by 
electrical discharge to the web, 
is the basis of another British 
patent for the Huebner electrono- 
graphic process. 

There is a new process for 
printing coarse-screen half-tones 
from rubber plates on boxes of 
corrugated board without damag- 
ing the corrugations, and some 
developments in bi-metallic offset 
plates, including one in which the 
copper image area is deposited 
chemically, are also mentioned. 


Test Match Tie-up — 


One of the most successful 
newspaper contests ever promoted 
in South Africa was a recent 
“Test Match” contest. Sponsored 
jointly by the Johannesburg 
Sunday Express and Chandlers 
(well-known brewers). the contest 
drew over 180,000 forecasts of 
Test match performances. 
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Outdoor Ads (1) 


Poster Rates 
Up In The 


Provinces 


Poster rate increases in the pro- 
vinces are fast assuming major 
proportions. 

Among the bigger companies 
that have announced increases are 
Mills and Rockleys, David Allen, 
and Sheldons; but every week 
service billposters are receiving 
notices of increases from other 
companies all over the country. 

A representative of one service 
agency estimates that the average 
increase is in the neighbourhood 
of 20 per cent. In most cases 
they become operative in the New 
Year. 

Unlike the London poster com- 
panies, which operated through 
their London Poster Advertising 
Association and announced their 
increases in May, the provincial 
companies are acting individually. 

Rising costs of labour, 
materials, and transport, and in- 
creases in the rateable value of 
sites are given as the reason for 
the higher rates. 

David Allen’s new rates, which 
come into operation on January 
1, 1952, are: standard service: 16- 
sheet space per week, 6s. 6d. net, 
52 weeks and over; solus and 
special service 7s. 6d. net, 52 
weeks and over. 


Outdoor Ads (2) 


A Plea For The 


‘Poor Areas’ 


Even areas “not of good stand- 
ing from the amenity point of 
view” can be worsened by indis- 
criminate advertising—according 
to the town planning committee 
of the Association of Municipal 
Corporations. 

The committee: 

Maintains its opposition to ad- 
vertising on gables and flank 
walls; and 

Emphasises that, instead of in- 
dulging in indiscriminate adver- 
tising in poorer areas, the aim 
should be, not only to preserve, 
but improve amenities. 

It concedes, however, that less 
harm is done to amenity when a 
bombed site is fenced in, or when 
a properly erected and maintained 
hoarding screens an unattractive 
building. 

With regard to flyposting, the 
comment is: “We and the adver- 
tisers consider that the notices 
exhibited by local authorities are 
sometimes open to criticism.” 

Members’ attention is called to 
the fact that notices refusing con- 
sent must state the grounds for 
refusal as clearly as possible. 
“Some appeals might not be made 
if the reasons for refusal were 
clearly known to the applicant,” 
it suggests. 

Local consultations and ex- 
change of information between 
advertisers and local authorities 
are strongly favoured. 


Scale model of a tractor in the. Wimbledon workshop of A. E. L. 
Mash and Associates design and display division. 


‘Het Vrije Volk’ Shows How To 
Sell In Holland 


Another advertising year book © 


is planned by the Dutch news- 
paper Het Vrije Volk. Dated 
1951, it will be published next 
spring. 

The first of these informative 
year books appeared in 1948 giv- 
ing a summary of advertisements 
which appeared in the newspaper 
over a nine months period. 

The next issue included a num- 
ber of supplementary features, 
among them statistical charts 
analysing the consumer market 
covered by Het Vrije Volk and 
details of advertisements placed 
from a variety of important 
towns. 

Chapters in English introduce 
the year book, examine the Dutch 
market statistically, and, in con- 
clusion, tell something of the 
story of the development of Het 
Vrije Volk and the Labour Press 
in Holland. 

These year books are invalu- 
able to any firm marketing in 
Holland, for they illustrate the 
type of advertisement which will 
sell to the Dutch. 


ANIMAL ACTS 
AD. BAN 


A ban on advertisements relat- 
ing to performing animal acts has 
been imposed by the proprietors 
of the Rochdale Observer series. 
This is believed to be the first 
group of newspapers in the coun- 
try to take such a step. 

In its editorial columns the 
Rochdale Observer has recently 
been supporting an appeal to the 
= council by the Rochdale 

ranch of the R.S.P.C.A. to pro- 
hibit circuses or other perform- 
ing animal acts in their district. 

A representative of the Society 
told ADVERTISER'S WEEKLY that 
they considered the Observer's 
ban to be a great step forward. 

“One of the things we are up 
against in our fight against per- 
forming animal acts,” he said, “is 
that newspapers gain a lot from 
advertisements for this type of 
show and therefore they are 
rather sympathetic towards them 
in their editorial policies.” 


ADVERTISER'S WEEKLY 


P.R. Firm Makes 
Models For 


Science Museum 


Most of the models of modern 
meena machinery and im- 
plements, together with their 
scenic backgrounds in diorama 
form, which will be 4 permanent 
exhibition at the Science Museum, 
Kensington, were constructed in 
the workshops of a public rela- 
tions organisation, A. E. L. Mash 
and Associates. 

sign and construction of the 
models, numbering nearly a 
hundred, were carried out in the 
model-making workshops at 
Wimbledon while the dioramas 
were planned, —— and pro- 
duced in the display studios at 
Putney. Both workshops and 
studios are under the direction of 
ohn A. Drury, formerly with the 
B.O.A.C. display division. 

Extensive research was neces- 
sary to ascertain and place at the 
disposal of the associate com- 
panies the necessary technical in- 
formation. Visits were made to 
various libraries, institutions and 
agricultural machinery manufac- 
turing works all over the country. 
Co-operation was also obtained 
from the Imperial War Museum 
and other official organisations. 

Twenty firms have paid for the 
models. They include the David 
Brown Tractor Group, Harry 
Ferguson, and Ford. 


NO GOA 


According to National News, 
monthly marketing bulletin of 
National Advertising Service, 
Bombay, a ban has been imposed 
on the use of English language in 
the copy of advertisements ap- 
pearing in the Portuguese Press in 
Goa, with the exception of the 
trade name and the signature of 
the manufacturer, which may be 
in English. 

No notice of this ban has been 
received at the Portuguese Con- 
sulate-General in London. 


This stand, erected at the 
Industrial Exhibition held in the 
City Hall, Hull, was built by 
Berta Studios of Heddon Street, 
London, to the specifications of * 
the public relations and publicity 
officer, North Eastern Region, 
York. It jointly featured the ac- 
tivities of the Railway Executive, 
the Road Haulage Executive, and 
the Docks and Inland Waterways 


Executive throughout the country. 

Each of the three main units 
displayed, by photographs, charts 
and maps, the functions and ac- 
tivities of one Executive, and the 
tall centre motif signified their 
integration. In the three “cog 
wheels” were three-dimensiona! 
models depicting rail, road, dock 
and canal activity, and they were 
“flasher-li” in sequence, giving a 


rotating effect. The large murals 
to the left and right of the back 
wall gave an additional impres- 
sion of the co-ordination of the 
three Executives. 

The general colour scheme was 
royal blue and cream and the 
mg was covered with terra-cotta 
ino. 

The murals and art work were 
painted by Mario Armengol. 
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ADVERTISER'S WEEKLY 


Lindsell-Stewart 
Joins Goodman 


A. W:. J. Lindsell 
general manager and a director 
of Art Display Services for many 
years, has resigned his position to 
take up a post as general manager 
with Leon Goodman Displays 
Ltd. The change cements a 
friendship formed when Mr. 
Lindsell-Stewart was a_ close 
supporter of Leon Goodman* 
during his presidency of the Dis- 
play Producers and Screen 
Printers Association. 

Mr. Lindsell-Stewart started his 
business life with training at 
S. H. Benson Ltd., and worked 
under J. C. Akerman on the 
launching of ADVERTISER'S 
WEEKLY. 

Subsequently, Mr.  Lindsell- 
Stewart went back to agency work 
at Practical Publicity Ltd. and in 
1923-24 had his first experience 
of exhibition and display work 
with the huge Beardmore stand 
at the Wembley Exhibition. He 
continued agency work at Rex 
Publicity Service Ltd. 

In 1934, as an experiment, Alex 
Howie allowed him to inaugurate 
Art Display Service Ltd. of 
which Mr. Lindsell-Stewart was 
general manager and latterly a 
director. 


* * * 
J. A. Perry, managing director 


_ of Clarke & Perry Ltd., electro 


stereo manufacturers, is convales- 
cing at Weymouth after a long 


’ illness and will return to business 


late in September. 
* * 

A. H. Symonds, accounts execu- 
tive with Scientific Publicity Ltd., 
is to be honorary publicity officer 
for the Fleet Street Players next 
show at the Fortune Theatre in 
October and November. He 
is shortly to commence prelimin- 
ary work on the Society's pro- 
gramme. Proceeds of all advertis- 
ing go to N.A.BS. 

* * * 

Max Denis has been appointed 
representative in Great Britain 
for Publimondial. 


H. P. Champneys 


W. H. Blackburn 


H. P. Champneys has been ap- 
pointed advertisement manager 
of The Field, Golf Ulustrated, and 
allied publications of the Harms- 
worth Press Ltd. in succession to 
A. Nelson Allen, who resigned 
recently owing to ill-health after 
more than twenty years’ service 
with the company. Mr. 
Champneys has had some eight 
years agency experience, having 
been with V. Pethick Ltd. and 
Samson, Clark & Co., Ltd. After 
six years in the Forces, he was ap- 
pointed advertising executive to 
the International Chemical Co., 
Ltd., in 1946, and later, as 
general manager to the Crofton 
— of Companies in Johannes- 

urg. 


. ” - 
W. H. Blackburn, art director 
of the Bombay office of D. J. 
Keymer & Co., Ltd., has been 
having something of a “busman's 
holiday” during his leave. He 
has been assisting with mural 
decorations in the Festival Ship 
“Campania,” and has also con- 
tributed to the Parliamentary Ex- 
hibition in co-operation with its 
designer, C. A. Munro, who was 
his old chief in the War Services 
Exhibition. 
* 

Moss, secretary of the 
Electric Sign Manufacturers’ As- 
sociation, has passed the solicitors 
final exam. He is already a 
barrister, but he proposes to 
resign from the bat 

*_ * 

A gold ame was presented to 
Charles _ Booth, night publisher, 
at Kemsley House, Sheffield, who 
has completed 50 years’ service. 
He also received a personal letter 
from Lord Kemsley. 

* * * 

Doris Richardson, who is in 
charge of the advertising in the 
Norman Kark Publications, and 
is also a director, is at present 
touring Norway, Sweden and 
Denmark by air on a business and 
pleasure tour. 

* * * 

Following his work as co- 
ordinating architect for the 
South Bank Exhibition, Misha 
Black, Director of Design Re- 
search Unit, has been appointed 


A. H. Symonds 


The recent Round-the-World-in-21-Days tour by an Austin A40 Sports 
model, in which the car was driven overland whenever possible, 
flying the oceans in a KLM Skymaster, had an interesting sequel when 
Alan Hess, team leader of the expedition, was received by Mrs. 
Roosevelt in the historic library of her home at Hyde Park, outside 
New York. Hess presented Mrs. Roosevelt with a morocco-bound 
album containing a collection of gramophone records by the Birming- 
ham Symphony Orchestra and the Concertgabouw Orchestre of 
Amsterdam as a token of Europeans’ admiration of Mrs. Roosevelt 
as an internationalist. 


to advise B.O.A.C. on the design 
of the equipment which will be 
housed in their central mainten- 
ance base now being constructed 
at London Airport. This is 
probably the first time in Great 
Britain that an industrial designer 
has been retained to advise on the 
visual implications of the techni- 
cal planning of workshops and 
ancillary services. 

* * * 


A. E. Dolphin, vice-chairman of 


Encyclopedia Britannica  Ltd., 
presenting the framed diploma to 
Douglas Miller (Keystone Press 
Agency) for his picture portfolio, 
which was awarded “Second 
Honourable Mention” (Tie) in the 
fourth annual news pictures of 
the year competition—recently 
sponsored by the University of 
Missouri School of Journalism 
and the Encyclopedia Dyemenes. 


Gordon Randall, studio mana- 
ger, Reid Walker Advertising, 
has three watercolours exhibited 
at the Summer Salon Festival Ex- 
hibition at the Royal Institute 
Galleries, Piccadilly. 


John Southwood has _ been 
appointed personal assistant to 
Leslie Frewin, director of pub- 
licity at the Associated British 
Elstree studios. Educated at 
Repton, Mr. Southwood began 
his career in 1937 with T. B. 
Browne, later joining the Can- 
dian Aluminium Co., Ltd, 
working in the publicity and 
exhibition departments of that 
concern. After war service he 
spent four years with the British 
Aluminium Co., Ltd., resigning 
to join A. N. Holden & Co., Ltd., 
as account executive.. 

* * * 


New officers of the British 

Direct Mail Advertising Associa- 
tion are as follows: Executive 
committee: chairman, A, Edward 
Jones; vice-chairman, F. T. Day; 
Arthur Chadwick, J. 
Cassels, Kay M. Murphy, Major 
We Wattenbach. Chairmen of 
standing committees: programmes 
and reception, Don A. ben- 
ham; finance, Hugh oy 
criticism and awards, Chas, R. 

Watson; membership, Major 
C. V. Wattenbach; portfolios and 
house journals, F. T, Day; 
editorial office, A. Campbell 
Gifford; advertising office, A. F. 
Gomm; public relations, Audrey 
Deans; library and education, 
Ronald Peacham. 


Two Freds Match 


Helpers—men and women—are 
needed for the Two Freds cricket 
match to be played at Hurlingham 
on Tuesday, September 11. 

They will be required to sell 
programmes and help in similar 
work. 

Volunteers should get in touch 
with Dudley Turner or Roy Nash, 
at Dudley Turner & Vincent Ltd., 
19 Buckingham Street, W.C.2 
(Trafalgar 4444). 
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P.R. Plan Needed Now 


N a recent radio debate sent out from this country on the 

Overseas Programme of the B.B.C., the argumentative 

Professor C. E. M. Joad declared that the money used for 
advertising would be better spent on the improvement of the 
product. 

This was just another tootle on the tin-whistle of anti-advertising 
propaganda which is based on economic fallacies. But it is a 
dangerous argument because the more often it is said the more 
credible it sounds to the uninitiated. 

The answer, of course, is equally simple: mass production means 
cheaper production, and mass production is only made possible 
through advertising. Thus it is that advertising is an important 
and indispensable part of the process that provides the mass of the 
people with good products at the most reasonable prices allowed 
by economic conditions. 

This is a sound, simple story securely fouhded on truth, and it 
is one which should be put over to the public with force and 
persistence. 

For some time there has been talk of a plan to advertise 
advertising—a public relations scheme for the industry. But no 
positive action has yet been taken. The jnvariable excuse for 
inertia has been lack of resources, but it can scarcely be seriously 
suggested that such an exuberant industry is incapable of defending 
itself. 

Two plans to “sell” advertising have been mentioned. The one 
that has received most publicity is known as the Sinclair Wood 
Plan, which is mainly concerned with influencing moulders of 
opinion—Members of Parliament, business leaders, and others 
prominent in public life. Such a scheme would be inadequate, 
for it is the public who must be asked to appreciate the value of 
advertising and the service it renders the community. The man 
and woman in the street must hear the story straight from the 
horse’s mouth. 

One good way of showing the mettle of the industry has been 
demonstrated in the United States by the Advertising Council of 
America. There, splendid campaigns have been run in the public 
service to combat inflation, assuage racial feelings, counteract 
Communism and fight death on the roads. These laudable projects 
have served the dual purpose of supporting democratic govern- 
ment and showing the consumer that advertising accepts its 
social responsibilities by selling good ideas as well as tested 
products. 

Organised advertising in Britain should get to work now, 
produce a comprehensive scheme for its own public relations, and 
tell the industry what support is needed to do the job. 


@ Change of subscriber’s address: Please inform the publishers three 
clear weeks in advance of the issue for which change of address is to 
— on. and anne present address in full as well as new address. 
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To-morrow’s Topics 


Lull before the 
poster storm 
HERE will be little indica- 
tion for some weeks yet of 
the extent and violence of the 
reaction of local planning 
authorities to the coming into 
force of legislation permitting 
them to challenge the existence 
of established poster advertising 
sites. 
The lull before the storm is 


due to the fact that the local 
authorities are in recess for the 
month of August. 

Early next month the town 


planning committees will be meet- 
ing again. And, in some districts, 
they will lay their plans for an 
all-out assault on sites before 
Christmas. 

The anticipated barrage of 
challenges should open at the end 
of September and early in 
October, after councils have ap- 
proved recommendations made by 
their committees. 


—_— = (oO — 


Firms in the outdoor industry 
are taking no chances. They are 
preparing now—in some cases by 
taking on extra staff to deal with 
challenges. Certainly they have 
no reason to be complacent, as 
a study of journals covering the 
field of local adminstration 
shows. There is an under-tone of 
violent action to come in the at- 
titude of some planners. 


~_—  —~— £ ; jf 


Threat of ‘violent’ 


action 
LETTER published in the 
Municipal Journal gives 


some indication of the kind of 
Opposition to posters which may 
be expected in some parts of the 
country. 

Urging local authorities to 
“exercise their control powers. . . 
to the maximum degree conducive 
with good sense,” the writer says: 

“Outdoor advertising im- 
perils one great freedom— 
dom of choice. .One is com- 


pelled to suffer the exhortations. 


of this or that enterprising 
body from hoarding and house 
wall, willy-nilly. 

“Admittedly, some of the 
present-day designs are in good 
taste; but for the most part 
they give rise to a mental vomit 
and the unfortunate subject of 

* their emetics is unable to pro- 
tect himself. 

“He may shut his newspaper 


or journal should it offend; he 

may refrain from entering the 

cinema until the ads. are over; 
but he may tear down or de- 
face an outdoor advertisement 
only at the expense of legal 
apna Pte if he shuts 

is eyes to them he risks being 
run over!” 

Worse still, we all have to 
endure, at present, the narrow 
nonsense of the planners. 

— —_— A eel 

The existence of a large num- 
ber of outdoor advertisements “of 
an unsightly character’ is com- 
mented on in the annual report 
of the Council for the Preserva- 
tion of Rural England. Now that 
the “period of grace” has expired 
the Council considers there will 
be many ads. “for which there 
will be no further excuse.” 


Novel selling methods 


continue 


ESPITE threats of police 

action under the Lotteries 
Act, there is every indication that 
retailing in Britain is in for a 
spate of novel sales boosting. 

Latest reports are that traders 
in Manchester, Bury, Blackpool 
and other Lancashire towns, as 
well as a number of London 
suburbs, are planning “lucky 
*half-hours” and similar stunts. 

Go-ahead retailers are also re- 
vising their post-war conceptions 
of Christmas sales methods. This 
year they will really have to go 
all-out to open the purses. 

But whatever special schemes 
may be introduced, orthodox ad- 
vertising will have to form the 
basis of all these campaigns. 


_—_— 


Managing director of the 
“National Newsagent” is sending 
out to advertisers a letter guaran- 
teeing no rate increases ‘during 
the present year, at least.” He 
will tell advertisers that increases 
in paper prices (50 per cent) and 
printing costs (25 per cent) have 
justified advances by almost every 
trade paper during the past year, 
and he will explain that his 
journal's profits are now being 
cut to a minimum to help adver- 
tisers and readers. Other journals 
may follow this lead and explain 
the great efforts being made by 
the trade and other Press to keep 
rates and prices down to the 
minimum in the face of inflation- 
ary overheads. 


E.W. PLAYER LTD 
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esigned to 4@ppeal to the woman who 
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good faste also cnpresses itself in practical 
home-management, and whose greater means 
permit her to buy those quality itieets 
that will make the beautiful home a practical 
home as well... she, herself, will have 


all the more confidence in buying for 


knowing that yours and all 
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NEW BOOKS REVIEWED 


‘Persuasion Vitalises A 
Free Soctety’ —1n uarvey 


The Technique of Persuasion, by lan 
Harvey (Falcon Press, 13s. 6d.). 

“Persuasion is the organic 
stream that vitalises a free society. 
It is the only effective alternative 
to the machinery of force.” This, 
in a nutshell, is lan Harvey's 
philosophy, both as publicist and 
politician. In this thoughtful and 
thought-provoking book, he dis- 
cusses it in its manifold aspects 
and implications. 

It is probably because of the 
duality of his approach (he is a 
director of W. S. Crawford Ltd. 
and a Conservative M.P.) that Mr. 


| Harvey is able so fully to ap- 
_ preciate and so ably to expound a 
_ many sided subject. 


As an ad- 
vertising man, he understands the 
of publicity; as a 


an equally sound grasp of its 


' social significance. 


“Persuasion,” he writes, “is the 


_ only legitimate method of exert- 
ing leadership in a democratic 
society. 


The principles which 


govern the democratic way of 
life ... can only be made known 
through the use of the instru- 
ments of enlightenment. This is 
advertising in another role, but 
one which calls for exactly the 
same approach as that employed 
in the selling of razor blades and 
chocolate.” 

This was said, in many different 
ways, at the recent International 
Advertising Conference. It is 
fundamental to an enlightened 
concept of the function of the 
persuasive arts in the modern 
world. 

One of the best chapters, as one 
would expect, is that on “The 
Character and Aims of Advertis- 
ing.” Here Mr. ma outlines 
the accepted principles upon 
which all good advertising must 
be based, and has some helpful 
remarks on the relationship be- 
tween advertiser and agent. The 
tendency of some large industrial 
organisations to want to dispense 
with the services of the agent, he 
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contends, is not calculated to lead 
to better advertising, because the 
advertising department suffers from 
the sense of introversion that in- 
evitably exists among its colleague 
departments. An __ advertising 
manager should for preference 
have the status of a director, or 
have access to the managing 
director; he should under no 
circumstances be a subordinate 
in the sales director's department, 
or in anyone else's. 

“One of the most common 
attributes of the advertiser,” he 
writes, “is to demand to see im- 
mediate results, and if he is an 
American, to demand to see them 
yesterday.” This quip at the 
U.S.A. is followed by the opinion 
that “most American advertising 
to-day is mediocre. The produc- 
tion is excellent, the space is 
lavish . . . but the advertising is 
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dull because 
design.” 

On the advertising of patent 
medicines Mr. Harvey is wither- 
ing. Of British advertising films 
he is highly critical. “Only a few 

- Succeed in getting away with 
it ‘without a groan from the 
audience. These are the ones that 
Provide good entertainment with 
the minimum advertising inter- 
vention.” 

In other chapters there is 
— for everybody. The 
survey of recent political publi- 
city is shrewd and provocative. 
Criticism of some campaigns is 
scathing, but rapier thrusts are 
directed quite impartially at right 
and left. What is said about per- 
suasion in the field of religion 
will interest many. There are 
some penetrating observations on 
the changing nature of leadership 
as an element in human affairs. 

“Faith, leadership, confidence,” 
writes Mr. Harvey, “are the 
fundamentals upon which the 
technique of persuasion is based. 
Upon recognition of this truth 
depend the effective use of per- 
suasion as a factor in the con- 
tinued evolution of democracy.” 
Because the writer so skilfully 
and so sincerely relates methods 
to essentials, and acknowledges 
the moral basis of these essentials, 
his book deserves to be widely 
read. It is perhaps the most im- 
portant on its subject — 
in recent years.—C.D.R 


it is uniform in 


ARE GOVERNMENT P.R.O.’s 
REALLY NECESSARY? 


Was ! Really Necessary? by Richard 
Williams-Thompson (World's Press News 
Publishing Co., 10s. 6d.). 

Mr. Williams-Thompson, who 
for three years was Chief Infor- 
mation Officer at the Ministry of 
Supply, poses the question he has 
used for his title. His answer is 
“Yes, but—.” 

“I believe,” he writes, “that 
every Government Department 
must have a small and efficient 
P.R. department, but I can see 
no justification for the Central 
Office of Information nor for 
centralised information units, 
such as the Economic Information 
Unit of the Treasury. They cost 
too much, clutter up the machine, 
and obscure the real job of P.R. 
in Government departments.” 

With his positive conclusion it 
is hard to disagree. His whole 
book, with its fascinating inside 
story of the Ministry during the 
difficult post-war years, presents 
an almost unanswerable case for 
Government public relations com- 
petently conducted. His negative 
conclusions are much more debat- 
able, but his arguments for them 
are weighty and well-considered. 

Much of the book is concerned 
with departmental and _inter- 
departmental relationships and 
their bearing on the work of the 
public relations section. It does 
help one to appreciate the com- 
plex personal and organisational 
problems with which a Govern- 


ment P.R.O. has to cope, and to 
understand why he sometimes 
seems more cagy than would ap- 
pear to be warranted. One can- 
not but be convinced that he can, 
if he knows his job, perform a 
good and necessary service both 
to his department and to the 
Press. 


Other Books 
Received 


RTRA Year Book, 1951. 


(Radio & 
Television Retailers 


Association Ltd., 


A list of names and addresses 
of the many thousands of radio, 
television and electrical retailers 
throughout Great Britain and 
Northern Ireland is the most 
valuable feature of this book 
which should be especially useful 
to circularising firms. 

A directory of proprietary 
names is also of interest. 


The Birmingham Post Year 
Book and Who's Who 1951-2 
(Birmingham Post and Mail, Ltd., 
12s. 6d.) is larger than last year’s 
edition (though published at the 
same price) and provides a 
valuable source of information 
on the city and its resources 
and activities. It is attractively 
bound between strong brick-red 
boards, with gold lettering. 
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DON’T LIMIT YOUR ADVERTISING! 


——aw. 
ee 


++. ring up or write ae ad Ae 


THE COMMERCIAL ADVERTISEMENT OFFICER 


BRITISH TRANSPORT COMMISSION 


CRANBOURN CHAMBERS, LEICESTER SQUARE STATION, LONDON, W.C.2. TELEPHONE: TEMPLE BAR 3490 
SCOTTISH OFFICE: 7 CASTLE TERRACE, EDINBURGH. TELEPHONE: EDINBURGH 31021/2 
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ADVERTISER'S WEEKLY 


acing 
Review 


is the Turf Magazine 


PUBLISHED MONT T 


with a 


Home Readership which 


REACHES 
TOP BUYING POWER 


a 

87°% of our readers are in the 

TOP INCOME GROUP 
(Group “A”—Hulton Survey) 


' Titled Families, 


Landowners, 
Farmers, 
Business Men, 
Family Men and Women, 
constitute a readership.with 


a large list of ““wants”’— 
and the 
money to buy them 
They are: Natural buyers, 
Good buyers, 
Easy spenders. 


20,000 people read it, 
like it and use it 
do you? 
RACING REVIEW 


PUBLICATIONS, LTD. 
32 Park Lane, London, W.1 


NO FOOTBALL RESULTS 


but 


ADVERTISING RESULTS 


From 
THE SPORTS TRADE NEWSPAPER 


HARPERS SPORTS AND GAMES 


The ONLY WEEKLY Newspaper in the 
SPORTS TRADE 


Full Particulars from the Publishers 


HARPER & CO. 
8 LLOYDS AVENUE 


LONDON, E.C.3 
ROYAL 3838/9 
a7 
ESTABLISHED 1880 


ONLY THE BEST 
FOR THE BEST 


Leaders in their field use the journal 
which leads its field ! 


- 
we 
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he CIGARETTE PAPERS 
RIZLA 


ie GOVERNMENT 
ARMY—NAVY—R.A-F. 


ie HAIR CREAM 
BRYLCREEM 


ie HEALTH CULTURE 
CHARLES ATLAS 


3k INSURANCE 
H. A. SHEPPARD s4 


ke MEDICINAL 
CROOKES LABORATORIES 


ie MAIL_ORDER 
MARCUS STORES 


fe NATIONAL NEWSPAPERS pq 
DAILY HERALD — DAILY 
MAIL — NEWS OF THE 
WORLD — NEWS 
CHRONICLE — PEOPLE 


TOBACCO 
ARDATH TOBACCO CO., 
LTD. 


The above are just a few of the regular advertisers in 


S P 


OR T 


Members of the A.B.C. 


Specimen copy and rate card on application to 
S. J. SILVER, Advertisement Director, 9 Stamford Street, S.E.! 


i : WATerloo 397! 
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BOTH 
WINNERS! 


xx * 


the monthly magazine for tho 
young rider 


THE ONLY 

publication in the world 
which caters exclusively 
for the thousands of young 
riders of to-day. 
The readership, almost 
exclusively from Class A 
income group homes, is 
steadily increasing, and 
many tributes have been 
paid by Advertisers to 


PONY’S PULLING 
POWER. 

The magazine enjoys the 
full support of the British 
Horse Society, the British 
Show Jumping Assn., and 
all the Pony Breed 
Societies. 


is the authoritative quar- 
terly covering the whole 
of the light horse field. 
SHOW JUMPERS, 
HACKNEYS, . 
HUNTERS, 
COBS, 
POLO PONIES, 
HACKS, 

and all the personalities 
of the light horse world. 
THE LIGHT HORSE, 
which is fully illustrated, 
is the official recorder of 
all Polo results under the 
Hurlingham Polo Assn., 
and is widely read b 
those of the Class 
income group who are 
interested in any aspect 
of riding or showing. 


Rates and full particulars 
proneiy expees by the 
blishers. 

D. J. MURPHY (Publishers) Ltd 
19 Charing Cross Road 
London, W.C.2 
WHiltehall 3841 & 3957 
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ADVERTISER'S WEEKLY 


SPORTING PRESS SURVEY | 


These Papers Are Read From Cover 
To Cover—And Then Kept . 


HE post-war boom in British 

sport is on. Our athletes 
are challenging the world’s best, 
and with the tide of success 
comes a wave of optimism 
which provides the best possible 
atmosphere for creative selling. 
This optimism is not confined 
to those who every week-end 
(or more often, if they can 
possibly afford the time) turn 
out to run, jump, kick, ride, 
fish or what have you. It also 
affects the much larger section 
of the community which referees 
from the touchline or has a 
little, or even a big, flutter. 


Fanatical 


Interest 


The importance of this “great 

British sporting public” is indi- 
cated by the amount of space 
which the national dailies devote 
every day to sporting news. And 
the fanatical interest with which 
people follow the sport of their 
choosing—be it as participant or 
as watchful critic—is shown by 
the number of specialised sport- 
ing publications they support and 
the eagerness with which they 
read these publications. 
_ What is, perhaps, even more 
important is that because sport 
is often a matter of records and 
Statistics of previous perform- 
ances by a team, an animal or 
athlete, the sporting publications 
which record such data are often 
carefully stored away and con- 
sulted again and again. 


A Good Buy— 
For Years 


All this adds up to make this 
medium one of the best advertis- 
ing buys currently available. For 
every copy is read from cover to 
cover, and nearly every copy is 
kept for many years. 

Some idea of the strength of 
this media field can be gauged 
from the fact that there are no 
less than four dailies with national 
coverage devoted entirely to sport. 
Of these three have a fairly 
general coverage of most of the 
more common sports. The 
fourth is devoted entirely to one 
sport, greyhound racing. There 
are three other sporting dailies 


published in provincial centres. 
Beside these dailies there are a 
number of weeklies which range 
over the whole field of popular 
sport. 


Most individual sports support 
two or more specialist journals, 
weeklies, fortnightlies or month- 
lies, which vary in approach 
largely according to the sport they 
cover. Racing papers, for in- 
stance, concentrate on results and 
forecasts, while golfing journals 
are inclined to be well illustrated 
glossies. These differences are 
compelled by the nature of the 


sport and to some extent by the 
degree of participation in the 
sport that is possible for the 
reader. 


Readership In 
All Classes 


The sport covered also pre- 
determines the type of readership 
which a journal will enjoy. 
Within the sporting Press it is 
possible to cover the whole range 
of readership classes from polo 


to pools forecasting (which is one 
of the factors that has given con- 
siderable impetus to the general 
family interest in sport) and from 
speedway to sailing. 

These readers represent a 
selected market of considerable 
purchasing potential. Furthermore 
they will take notice of what you 
have to tell them in your adver- 
tisements—if you approach them 
in the right way. Nearly all con- 
sumer product campaigns would 
be very considerably strengthened 
by the inclusion of the sporting 
Press in the schedule. 


Sustain Long-Lasting Reader Interest 
With Specially ‘Angled’ Ads. 


By A. T. D. GEORGE 


The life of many sporting journals is such that the normal type of “national” advertisement will give the 

advertiser only some of the benefit which might acrue to him from the space he buys. But special copy 

for this market is a very complicated — and often risky — busines. because your audience is an expert one. 
But if approached in the proper way, selling through the sporting Press promis: high reward. 


gentlemen in the h’audience 

what will cast one copper 
coin into the ’at—I will then 
proceed to swallow this ‘ere 
naked sword.” 

This is certainly one way of 
getting the attention of “‘sport- 
ing gentlemen” in the public 
audience. 

But how can the advertiser, 
minus kerb-side and _ edible 
armoury, best get the attention of 
this specialised public? 


Not Only 
Sports Goods 


The sporting Press has proved 
itself to be a very valuable 
medium for products not neces- 
sarily associated with sport. These 
sporting publications enjoy a 
particularly high standard of 
reader interest, and are very 
often read in the quieter more 


‘|: there are twelve sporting 


receptive moments. As a circula- 
tion buy they may not always 
compare with the more general 
Press on cost-per-thousand, but 
they can guarantee the advertiser a 
long-lasting reader interest rarely 
found elsewhere. 

Realising this, many advertisers 
prepare special copy for these 
publications. They have found 
from experience that the “cover- 
to-cover” readers are as interested 
in the advertisements as in the 
editorial and that special adver- 
tisements, totally different from 
the main general — will 
be read word for word. The op- 
portunity exists for a 
detailed selling job. 

Of course, this happy state 
where the reader looks for your 
advertisement, stops, reads and 
ponders over it, demands quite a 
lot of work from the advertiser. 
It costs time and greater capital 
investment in research, cony- 
writing, etc. For if you are going 
to talk to a man in the language 


more 


of his pet sport, it is obvious that 
you must very sure of your 
ground. The problem is much 
the same as in trade-paper adver- 
tising. Every reader is an expert 
and very often over-anxious to 
demonstrate the breadth of his 
knowledge. 

The reader’s more-than-usual 
interest provides ample me - 
tunity for you to look foolish. 
It is a full cup with which you 
must walk very warily, for no one 
is persuaded by a patently in- 
accurate advertisement. 


Accidental Sport 
Tie-Up Is Useless 


Too often an advertisement 
with an _ accidental sporting 
flavour about it is transferred 
from the general campaign into 
specialised media in the carefree 
belief that “this is just the job.” 
If there are any technical faults 
in the advertisement they may, on 
appearing in the general Press, 
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\DVERTISER’S WEEKLY 


THE 
ECONOMIC 
MEDIUM 

FOR EVERY 
DEPARTMENT 
IN THE FIELD 


£30 per page 


Ba ‘ 


MUNICIPAL Polemai Pe. 


PUBLIC WORKS ENGINEER 


incorporating The Authorised Weekly Gzzette 
and Index of Official Information, published in 
collaboration with the Ministry of Local 
Government and Planning and other Govern- 
ment Departments. 


THE MUNICIPAL JOURNAL LTD. 
3/4 Clements Inn, London, W.C.2 
Telephone HOLborn 2827 


THE SPORTING PRESS: 
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SUSTAIN READER 


INTEREST WITH SPECIAL ADS.—continued. 


The greatest advantage of the 
sporting Press lies in the close 
perusal it gets from a faithful 
readership. But in this also 
lies the greatest mistake that 
the advertiser or agent can fall 
into. Advertisements that 
appeal specifically to this 
expert audience must be 
impeccable in the facts they 
present, for any error, how- 
ever slight, will be spotted 
immediately, and the respect 
that the advertiser has gone 
to much trouble to build up 
will be irretrievably lost. 


prompt a few enthusiasts to write 
and put you wise. But their 
volume and their venom will be 
insignificant to the anger and 
discredit you will stir up in 
special media. 

For example’s sake, bring the 
case nearer home. It is much the 
same as an advertiser suddenly 
deciding that there is a market 
for his product among advertis- 
ing personnel and, knowing a 
dangerous little about the busi- 
ness, plunges into ADVERTISER'S 
WEEKLY with: 

ART DIRECTORS AND 
THOSE WITH ARTISTIC 
TASTE 
Make these clever, attractive 
lamp shades in your spare 
time. Anyone can do it. No 
skill required. Stencils pro- 

vided. 

If you cannot take out time 
to study your subject, leave the 
idea of special copy alone. 
Alternatively, get the help of an 
expert. Talk, for instance, to 
the editorial department of the 
paper you intend to use, and 
finally arrange with them to “vet” 
your efforts for technical faults. 
And—an elementary point, 
though very often overlooked— 
read two or three copies of the 
publication. 

Another warning: Watch your 
illustrations. Pictures say more 
than a thousand words, and when 
they are wrong they will produce 
even more words of complaint. 

Three of the most common 
subjects for advertising howlers 
are illustrations of horses, boats 
and golfing situations: Horses 
with bridles that would never 
function; yachts sailing into wind 
with their sails running free; 
golfers with grips that give experts 
the gripes. Such howlers not only 
make the advertiser look foolish. 
but they steal the greater part of 
the reader’s attention and your 
message is lost. 

Whereas in the national Press 
such illustrations can be excused 


with “well it’s only to set the 
atmosphere,” this will never do 
among the experts. 

Beware also the testimonial. 
Testimonials are, of course, a 
convenient form of advertising in 
the general Press. Sports names 
always have a big appeal, ranking 
second only to film stars. In the 
general Press they can be used 
almost indiscriminately. But 
when it comes to using them in 
publications which deal with the 
Sportsman's particular sport, it 
is as Well to remember that your 
readers will know all about the 
writer of the testimonial. They 
will know his age, his record, 
where he was born and the 
christian names of his _ three 
children. Use his testimony with 
discretion. And, again, watch the 
illustrations, particularly the 
studio “action” shots. There is 
One classic case on record of a 
famous golfer featured _ left- 
handed because, to fit the layout, 
the picture had been reversed left 
to right in blockmaking. 


This Idea Is 


Sure To Arise 

There is one campaign which 
must rear its head among any 
ideas which seek to make a 
special appeal to the sporting 
reader. This campaign will in- 
variably have a _ sub-heading 
which will read something like 
“Fifty Years of Sport—1.” Good 
stuff this, even if it is a little 
obvious. But it is only good stuff 
if it is really factual, informative 
and well presented. Yet, what 
dangers it can hold, particularly 
if you are dealing with profes- 
sional sport. Get your facts 
checked twice over before you 
commit yourself to print. There 
are few campaigns so alive with 
the chances of unintentional libel, 
as this type. Dealing with the 
history of professional sport is 
always full of pitfalls for the 
unwary. Throw away a casual 
remark on how Joe Bloggs was 
knocked out in the seventh round 
in 1910, and you may well be in- 
viting a sharp little note, with the 
threat of expensive litigation from 
some half-forgotten pro., whose 
only chance of making a few 
pounds is mistakes like yours. 


Easier, But Not 
Doing The Job Well 


One may well ask, “Why 
bother to use special copy? 
Wouldn't it save headaches and 
typesetting to use a suitable sub- 
size from the main campaign, 
rather than venture into this un- 
certain world?” 

Of course it would be easier, 
but nowhere near as effective as 
following your first inclination 
and doing the job well. There 
is no soft way to hard selling and 
there are few forms of selling 
stronger than a factual, and in- 
teresting approach to the sporting 
public. 
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ADVERTISER'S WEEKLY 


SALES of the “GREYHOUND EXPRESS” are soaring 
higher and higher with each passing year. 


now holds, selling more copies ALES INCREASE 


each day than any other sports OVER 1947 
daily is a tribute not only to the ciRcU LATION 
“GREYHOUND EXPRESS’ staff 4 % } 6.325 
but to the many thousands of 5 
racegoers who have placed their WINNERS 
confidence in us from the day = 
of our entry into the field of 
sports journalism. 


The introduction of the Red Star 
editions brought us a vast new 
army of readers in the Man- 
chester, Birmingham, Coventry 
and Wolverhampton areas and of 
course did much to expand our 
circulation which in pre-war days 
rarely exceeded 100,000 copies 


oT 1947 1949 


To have reached the position it f 


Til IGEN) ela 


But that in itself is not the reason for the steady growth of the paper. 
The following announcement we believe supplies the irrefutable answer. 


8,899 WINNERS 


were selected by our experts in 1950 


-.HUNDREDS MORE 


Than any other Morning or Evening Newsparer 


A “Certainty” in any advertising 
campaign directed at the masses 


GREYHOUND EXPRESS... 


FLEET LANE HOUSE, FLEET LANE, LONDON, E.C.4 
Telephone : Central 7355 


1946 194 1S4e8 :2949 1950 
a > 


DISPLAY RATE : 30/- PER S.C. INCH 
LARGEST SALE OF ANY DAILY SPORTS NEWSPAPER Advertisement Manager: A. J. SILVER 
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Tried Technique 


This scale model,of Thomas de la Rue’s stand at the 1851 Wall panels told the story of the 130-year-old Company 
Exhibition roused the initial interest of visitors to the firm's .... Smoothly, interestingly and in natural sequence. Centre 
own Exhibition in Festival Year .\..... pieces gave ‘‘at-a-glance”’ highlights to the tale . . 


Two-tier construction made the most The large illuminated cigarette invited 


With subjects such as the origin of 

playing cards, model-theatre technique of space . . . . kept the story flowing visitors to’stub their smokes on plastic 
proved that its age-old magic is as easily along the walls...... surfaces ... . easy proof of “no burn, 
strong as ever...... es a 


mma eon Goodman Displays [a 


DISPLAYS 


cimiteo 


“im §$119-125 WHITFIELD STREET ¢ TOTTENH. 
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Bymps home in Festival Stakes! 


This is the story of the Thomas de la Rue 
Exhibition in Festival Year. The task was to tell 
the history of this 130-year-old Company. Like 
most industrial success stories, it led from small 
beginnings to great complexities. In this case, the 
picture had to include security printing of 
currencies and stamps; stationery in all its diversi- 
ties; playing cards, books and diaries; plastics in 
many forms and countless uses; gas appliances 
and infra-red heating. 

Except for the nature of its details, this problem 
was not new to us at Leon Goodman's. So no-one 
tried to be too clever; none went highbrow. 

The story was allowed to tell itself—simply, 
clearly, interestingly. The viewers’s eye was inter- 
rupted as little as possible. Novelty was never 
used for novelty’s sake, but only to stress a point, 
sustain interest or dramatise achievement. In 
short, there were no stunts. 


Fine design and honest craftsmanship, with 
strict attention to detail and delivery to schedule, 
sent another good job, well done, out of our 
works. And that, we thought, was that! 

We knew it would be successful, of course ; but 
we were not prepared for the well-nigh astounding 
acclamation this Exhibition received. To put it 
fairly, yet as modestly as possible, few Exhibitions 
in our long experience have aroused such interest. 
Surfeited, perhaps, by the highbrow flummery of 
much recent work, layman and expert alike sang 
the praises of this simple tale, well told. The 
results excelled the sponsor’s hopes. And we— 
are very, very proud of the part we played. 

Somewhere in these facts, and in the first 
principles of Display and Exhibition work that 
we have stressed for so many years in our 
advertising — dwells a moral. But we feel it 
might be rude to point it in this hour of success! 


still the story is allowed to tell itself, 
owing like a pleasant stream; leading 
he visitor onwards along its curving 


TELEPHONE ° 
COURT ROAD 


The “peeled-orange” map of the world 
dramatically presents the widespread 
activities of a great Company 


EUSTON 5351 
* LONDON WI 


And the visitor comes out where he 
went in; the machine that made enve- 
lopes in 1851 still making them in 1951 
against a background of Hyde Park's 
Crystal Palace ....and beneath the 
symbol of Britain's year of Festival and 
greatness. For Thomas de la Rue’s a 
triumph; for Leon Goodman’s a share 
of the praise that flowed from every 
quarter. 


at op eee po tao Pe aH aN re TB oie ai ? baa 7 oe 
», ors, er oe 4, eee ae iS oan: 9 ae emt AS eLbIS Ma : A a i oe 
a rd es ee a eas © oF 2h) oe t) _ 2 p ; a , 

ae “a Po 7 “ Py 4 

4 * © sg . = . " > 
7" H 
i. FC 299 ADVERTISER'S WEEKLY o 

ie 
7 
‘ 7 
Oo 
Md 
a ; 
ae [ 
e 
ae Is 4 
, a 
ie: bi _ 
a 
? 7 A a a] 
3 d 
A ik + z 
iy 
eare *. y 

ps : 

F bad i 
ie ' 
Se ae : 
te - a 

oie a a ' ls 
aap ; 3 q a tg ep. ¥ 4 : Uy 
or eg q ot aA oe 5 oe , a gi Re ae ; 
pea Br +7 ‘ 1 18) iad +. x see ad ie im Ps We 
os : uw by 4 ” ; —— . A ae 3 ie = y < ere “a : 7 
3 bs = - . - Jae ae ee P aie a A : 

: ey F . | ye ese 
ee, x. 3 = Pe | ahr ae a s . 4 , . we — _ an “hi i 5 " ce uae 4 4, 
in AED } plea . of J f 1% és | 
oa, ’ ar : . 
‘3 Y abet sApBeE Am! w ' 
eee “ A ; 2 ae? ¥ bi at * \ y WE: y : or te 
— lA" 2% iff a “de . 
ay wy a ¢ .@ whi | | Sie eee i< f nh 4 

as y ml tees we® ui 

‘cael Vy athe = ne es 7 ; > | 4 % P & - , ; 

" i: %~. re mee: a es SO ne eae ae Te el. ~— Ge. a et 
7 , * x nee Pm BAS oe pepe: 4 . att ical as re, ies Oe —_ ’ : af ni io = 
f a ei i ae =. = og) A ew ie . ct . & 
Ren 3 aa ‘\ i eh ae ad he a Se ZF ees 5 Bw ag oF agli, Beil own 
a tone aes Tee = 7 ae ne ae oe ee . ES <a 4 | 
1b ey eae se i e: ol \ _ “a - he: oe ha MRS 2 i figs 
Swe Bryer 6% wa i be. = io tisk ar. ie Pr: ie . ay 4 J gam oe Pt 

Pe tat cS ee a, coi Game cemenet oot * a es 
: is aes es ‘ : <9 eg co, NG ¢ of rea : — aD ., 
ec, the: Se Rae 7 ae Le a ne a id Ks f 
oes : E * x <— % Ne oes . 
Bi. ai 
aie 
a ‘ 
ce 
- ae 
j ie : 
*: é 


ADVERTISER'S WEEKLY AuGusT 16, 1951 


Discriminating 
space-buyers 
specify B.E.T. 


for outdoor advertising 


\ 


advertising 


The Advertising Department 
THE 8.8.7. FPA OCZRAA TIO RHR 2 Fe 
88 Kingsway, London, W.C.2. Telephone: Holborn 7888 
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OUTDOOR ADVERTISING 


STUART LEWIS Looks At Posters, And Discusses 


THE COLOUR QUESTION 


The colour problem raises more steam in “creative” circles than most of the other fire 


raisers. 
youth to tackle a 


never be accepted by all. 


Stuart Lewis, still young as a poster critic, goes out with the impulsiveness of 
a question to which the answer can only be opinion, and the opinion will 


With his outlook thus “coloured”, he assesses two current 


posters and recalls the international show on the Thames Embankment. 


MONG commercial artists 
Ax their critics colour is 
a highly controversial sub- 
ject which leads to verbal fisti- 
cuffs in next to no time. Design, 
draughtsmanship, fees, delivery 
dates—none of these trouble- 
some topics can raise the blood 
to boiling-point so rapidly as 
colour. 
But this is not, 
prising. 


after all, sur- 
Preferences for certain 
colour-combinations, dislikes, of 
others, are impossibly hard to 
analyse and explain in literal 


THE ACE OF PUBS 


[ LOOK FOR THE RED BARREL } D BARREL 


Strikingly effective: Good idea 
and well-organised design are 
only half the story.” The colours 
bring this poster so vividly to life. 


terms. It is instinct, emotion, 
environment—not reason—which 
form our views on colour. Most 
of us “know what we like” but 
cannot say why. Occasionally, of 
course, we meet the theorist who 
delivers a learned lecture on com- 
plementary colours and knows 
his spectrum backwards; but so 
often he lacks a genuine eye for 
colour himself. And a further 
complicating factor is the con- 
siderable colour-blindness of 
many successful artists—and their 
critics too. 

So here goes. What follows is 
a personal, non-partisan, possibly 
colour-blind assessment of two 
current posters and of the Inter- 
national Poster Exhibition held 
recently in the Embankment 
Gardens. It is written with special 
reference to colour. 


* * * 


Why 1s THE Watneys “Ace of 
Pubs” poster so strikingly effec- 
tive? The idea of course is good 
and the design well-organised and 
simple. But that is only half the 
story. It is the colours the artist 
has used, and the way he used 
them, that bring this poster so 
vividly to life: the dark green 
background, the yellow lettering, 
the spot of red (the barrel) in the 
centre of the white card. A less 
happily balanced colour scheme 
could have killed an excellent 
design. 

The fact is that in any poster, 
design and colour are insepar- 
able. Or at least they should be. 
Too often they are so completely 
unrelated that the poster might 
well have been designed to the 
last detail and then, as an after- 


TEMPLE BAR 24648 e 112, HIGH HOLBORN, Ww. Cc. 


One of a pair of twin posters that 
has been appearing on bus fronts 
in London. The other twin is 
identical except for the wording, 
which reads “at Butlins.” 


thought, “coloured up.”  Fre- 
quently, too, one sees the type of 
job in which a grimly realistic 
picture of an ugly pack has 
loomed so large that there is little 
space for anything else. It may 
be argued that a poster can only 
remind, and that the best possible 
reminder is the pack. But this is 
only partly true. A poster can 
say too little, just as it can say 
too much. It can miss the oppor- 
tunity to sell. And whether the 
selling is done by an idea, an 
association of ideas or a memor- 
able slogan, the ultimate success 
of the poster depends on design 
and colour. 


Take the “See you at Butlin’s” 
poster with the silhouette of the 
sun-glasses and the smiling lips. 
Here is a good idea gone wrong. 
Better designed, with less-crude ~ 
lettering and more adventurous — 
colour, this could have been one 
of the best holiday posters of 
the year. It could have told the 
cheery, chummy, never-a-dull- 
moment Butlin story with great 
simplicity and strength. As it is, 
this poster owes its impact to the 
idea alone and not to its presenta- 


tion. 
* * * 


_ AT THE INTERNATIONAL Exhibi- 
tion I spent a lunch-time swallow- 
ing my pro-Continental preju- 
dices. Certainly the British 
entries held their own against 
most of the Continental opposi- 
tion, some of which were clearly 
non-starters. True, of course, we 
showed the cream of current 
British poster advertising and ex- 
cluded the visual horrors still 
produced by many advertisers 
and proudly plastered around our 
suffering country. Yet the best 
work for D. H. Evans, Liberty’s, 
Murphy, Punch. London Trans- 
port and several of the air lines 
is good when judged b any Con- 
tinental standard. is exhibi- 
tion proved it. 

That is not to say that foreign 
competition was weak, From 
some parts of Europe it was over- 
whelmingly strong. Let me try 
to quote (in colour) some out- 
Standing examples. 

From Holland comes the 
gloriously gay and evocative 
poster for the Lunapark in 
Amsterdam. It shows a huge 


(Continued on the next page) 


(General Manager 


Britains B 


G L. McLELLAN 
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SINGULAR SUCCESS 


In every town of importance in England and Wales there are National 
Solus Sites. They stand apart, free from the jostling of competing edvertising, 
carrying their message straight to the people in busy streets and shopping centres. 
A poster on a National Solus Site cannot fail to make its mark. Today, 


all the most famous advertisers have posters appearing on National Solus Sites— 


doing a better selling job at a lower cost. 


NATIONAL SOLUS SITES LIMITED 


56/60 STRAND, LONDON, W.C.2 
Telephone: TRAfalear 4922-3-4 


DIRECTORS: T. A. ALLAM (Managing Director) 8. E. CARTER + P. W. FELTON . R. H. LAWSON 


MEMBERS OF THE SOLUS OUTDOOR ADVERTISING ASSOCIATION LTD 
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UNDREDS of different 

kinds of posters deck the 
walls of our towns. For the 
last twenty-five years they have 
been part of our daily life 
through their variations and 
their colour. They follow 
us everywhere. Who could 
imagine, now, what a town 
would be like if it were stripped 
of all the advertisements that 
cover our _ our a, _ 
passages of our undergroun 
railways, the windows and sides 
of our buses? 


The changing multi-coloured 
signs catch the passer’s eye, 
amuse him, stir his imagination, 
stamp the name of a trade mark 
or a product on his memory, re- 
call such and such a manifesta- 
tion, invite us to such and such 
a holiday resort. Modern life 
gives us but little time to read: 
the poster, both concise and 
striking, asserts itself, suggests. 
offers and its appeal is answered. 

The poster demands real art, 
and though posters are numerous, 
real poster artists are few. In 
France, Cheret, who was in a way 
a pioneer in this field of art, 
thought of the poster as a decora- 
tive picture, whereas Capiello 
was, later, to assert his own in- 
genious method, and his famous 
effects of light. Our present day 
designers, caught in the whirl of 
movement and speed, exaggerate 
their decorative compositions 
beyond measure. 

I interviewed one recently. 
His work is typical of the times 
and I cannot resist the tempta- 
tion of repeating some of his 
answers. 

Savignac, the author of some 
of the most spectacular posters of 
the last few years (the Monsavon 
cow, Aoust wool, Gaz coke, 
Cinzano Perrier, to name a few 
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Savignac’s Design Formula: Link 
2 Disconnected Ideas Logically 


From a Paper presented by ANDRE ROUSSEAU to the 
7th International Congress of Master Printers 


of his most striking olin 
entertained me at his_ studio, 
perched right up in the heart of 
—. a stone’s throw from the 


“You wish to know,” he asked, 
“what I think of the poster and 
how I understand it? First of all 
comes the idea. The idea is the 
very salt of posters. It gives them 
life, makes them gay or tragic, 
witty or absurd. Our eyes are 
arrested by shape. The idea 
penetrates to our mind and then 
to our“*heart. Ideas are simple, 
but they do not grow like mush- 
rooms.” 

“Your posters don’t give that 
impression; on the contrary, they 
have the appearance of amusing 
whims, or graphic pirouettes.” 

“Maybe, but if I express myself 
in gags, whims and pirouettes, if 
my posters are graphic clown’'s 
tricks, it is mainly because I like 
them to be so. Nowadays the 
public is so bored with its daily 
routine that I take it to be the 
poster artist’s duty to amuse it.” 

“Would you specify what your 
method consists of and, with an 
example taken from your recent 
work, tell me how you usually 


¥ usually start off by associat- 


THE COLOUR QUESTION 
(Continued from previous page) 


clown’s head in cerise, yellow, 
blue and emerald green, against 
a dark starry background. The 
colours are so brilliant—and bril- 
liantly disposed—that the whole 


impression of “circus” is con- 
veyed at one glittering glance. 
The sound of trumpets and the 
smell] of sawdust are implicit in 
this poster. 

The Swiss, too, are well known 
for their daring and effective use 
of colour. To my eye the best of 
their colourful bunch was the 
Kolynos poster. Here we see the 
head and torso of a smart theatre- 
going girl in a decolletée dress 
and elbow-length gloves. Her 
face, arms, hair, dress—and the 
background too—are _ entirely 
carried out in varying shades of 
red, pink, purple and violet; only 
on the gloves is a contrasting 
splash of viridian. The girl’s 
teeth, of course, are in white and 
the word Kolynos appears in pale 
blue at the top right-hand corner 
of the poster. The result is 
amazingly successful. I do not 


believe that the old toothpaste 
story could be told more pung- 
ently, and to lapse into local 
dialect, more glamorously. As I 
walked round the show I kept 
looking back at this ter, for 
the very good reason that I could 
not help looking back. 

Compare with this (and I would 
say favourably) the Swedish 
poster for a Katherine Hepburn 
film. Here the predominant 
colour is green, and that includes 
Miss Hepburn’s face which 
covers more than half the poster. 
toe peny bo, only other colours 
used are flecks of blue on the eyes 
and a vivid cyclamen on the well- 
formed, slightly pouting lips. 1 
could not decipher the title of 
the film. nor guess what it was 
about. Yet I felt sure it was con- 
cerned with some facet of Miss 
Hepburn which I had hitherto 
been blind enough to overlook. 

The French section was slightly 
disappointing. It did, however, 
Tegale us with one typically 

(Continued at foot of next column) 


ing two ideas which I turn into 
one. For milk Monsavon, for 
example, I simply thought of soap 
for Monsavon and of a cow for 
milk. Therefore I could have 
superimposed a piece of soap on 
a cow or the other way about, 
and would have achieved the 
utmost degree of flatness, rather 
as though Christopher Columbus 
had used an egg cup to hold up 
his egg. In the same way as 
Columbus did away with the egg 
cup, I linked two such dissimilar 
pictures by some element which 
would give life to my poster and 
(Continued in next column) 


DLO MRnmenrnwnwnnw" 


TWO STORIES— 


ONE POSTER 


\Savignac, the designer, linked two 
ideas by an element that gave 
life and made the design logical. 


(Continued from previous column) 
French idea, possibly derived 
from the Cadbury’s glass-and-a- 
half of milk pouring into a slab 
of chocolate. Here the milk is 
pouring direct from the cow into 
a bar of beauty soap. This 
delightful touch of burlesque is 
heightened by the pensive look on 
the animal’s face and by colour, 
too. For the cow is mauve. 


make it logical. Milk flowing 
from the cow’s udder and turnin 
into soap was the obvious answer. 

“But in what proportion do 
thought and the subconscious 
mind come into this search?” 

“I've no idea. I try to make 
commonplace ideas less so, and 
to turn absurdities jnto logic. One 

of my greatest cares is to make 
the trade product I am to adver- 
tise play a part of sorts. It must 
cease to be a strange object thrown 
on to the drawing. 

“To have the idea is the main 
thing, but then it has to take 
shape. The best idea in the world 
is nothing if it is badly or im- 
perfectly expressed. I must add 
that the design of a poster can- 
not be an end in itself. It is only 
a means of conveying an idea 
and throwing it into rélief: it will 
not be an accurate representation 
of a face or an object. It is and 
must remain entirely governed by 
the requirements of expression. 
It may be disfigured to the point 
of becoming a caricature but it 
will retain its sketch-like simpli- 
city.” 

“But what about the colour?” 

“The colour,” Savignac told 
me, “has an attractive or senti- 
mental value. Delicate blending 
shades, subtlety, suggestions are 
no good. In the street, in the 
midst of colour, light and move- 
ment, these qualities are entirely 
lost. ign and colour must be 
the answer to this: one doesn’t 
look at a poster, one sees it. It 
must be read in a flash. The man 
in the street must understand :t 
in the fraction of a second. It is 
quite different from an engrav- 
ing, a drawing or a picture, all 
of which sponsor feeling, medita- 
tion, are pleasant to look at and 
to live with; it is above all a 
passing fancy. But some passing 
fancies leave good and lasting 
memories. Who has forgotten 
Michelin's bibendum, Thermo- 
gene’s clown, the Nectar of 
Nicolas, Dubo-Dubon-Dubonnet? 
In short,” Savignac ended, “a 

ter gives the illusion, if not of 
appiness, at least of comfort 
and beatitude. Its absurdly ex- 
aggerated optimism, its loud, pro- 
voking aspect, its violent make up, 
may sometimes beyond the 
bounds of taste, but will give it 
style. A good poster attracts 
attention to the wall, as a great 
actor does to the screen. Any 
means is considered good enough 
to achieve this aim: lyricism, a 
pirouette, mystification, black- 
mail, cynicism. Everything 
except modesty.” 
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Fine quality Silk Screen 
printing. 


Point of sale Display 
The made by craftsmen. 


DAILY HELP . Stove Enamel Signs 
for home and export. 
PUBLICITY HOUSE-CORNWALL ST: BIRMINGHAM 3.| 


TELEPHONE, CENTRAL 3784 /5 GA SHANKLAND TD 

TELEGRAMS, ADVERTISE BIRMINGHAM ‘ e ¢ 
Grafton Works, N.W.5. 
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POSTER SITES 


It’s cheaper 


by Kodatrace 
titans Kodatrace, |the modern piastic POSTER 


tracing film, is one of the 
most versatile of all studio aids. 


Cis ied ne ADVERTISING 
saver in a host of ways—for colour 


line separations, superimposed 
lettering, line negatives, 
line drawings for photographs 


etc.—and is without equal for silk restrictions on many forms of publicity 
screen negatives and intricate 


overlays for retouching. have considerably increased the impor- 
Kodatrace has high dimensional 


Retouching stability, is extremely transparent, tance of Poster Advertising. Posters not 
tough, impervious to water and 


is practically indestructible. only enable the advertiser to fill the 
It takes pen, pencil, crayon, etc. 


Line with equal ease. Erasures can be gaps in his advertising programme — 
negatives made without damage to the surface. 


is more important than ever. The 


they provide a complete campaign in 
Line drawings » 
from photographs 2. themselves. 


SKeldons It¢ 


THE MODERN TRACING FILM Established 1840 


Supplied in 30” and 40” widths in rolls of 20 yards and half rolls of 10 yards. SHELDON HOUSE, QUEEN ‘STREET, LEEDS |! 


Sole Distributors : H.C.STom 


CRAVEN HOUSE, 121 KINGSWAY, LONDON, W.C.2. Telephone: HOL 6086 


A KODAK PRODUCT 
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COMMMENTARY FINDS A LOT OF GOOD IDEAS 


1. Bond Street Art Gallery Window 
Turns Out To Be A Solus Site 


F you walk down Old Bond 

Street, you will no doubt be 
impressed by the dignity of the 
window displays. You will also 
notice the predominance of art 
galleries. 

So when you come to Number 
19 you will not be at all surprised 
to see the display illustrated im- 
mediately on the right. 

Then you will sée the caption 
on the painting: “Born 1829; still 
going strong—Johnnie Walker.” 
And you will realise that this is 
one of the cleverest solus outdoor 
sites you have seen for some 
time. 

The idea started when the Bond 
Street Association asked More 
O’Ferrall Ltd. (who live three 
doors away) to see what could be 
done about tidying the fly-posted 
bomb-scar (pictured top right), 
and was developed by More 
O'Ferrall’s. 


2. Nescafé-Time On TheSouth Bank 


AN electric clock eight feet in 
diameter is featured on a 
new Nescafé sign installed by the 
display department of Willings 
near the South Bank Exhibition. 
The hands of the clock are 
facsimiles of the Festival symbol 
and the surround of globes 


denoting the hours recalls the 
globular ornamentation above the 
main entrance to the exhibition. 
To ensure that the clock syn- 
chronises with the one over the 
main entrance of the adjoining 
Waterloo Station, a daily inspec- 
tion has been instituted to guard 
against possible power cuts. 


POSTERS PLEASE 


A German school js anxious to 
try out a new method of teaching 
English. For the experiment they 
need specimens of British posters, 
and Dr. Heinrich Krieger asks 
that British advertisers should 
send him some spares (maximum 
size double crowns) at Wileburg 
Real Gymnasium, Wileburg, 
Land Hessen, Germany. 
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3. OXO SAY IT 
WITH FLOWERS 


GOOD idea for advertisers 

whose brand name consists 
of up to six or seven letters has 
been developed by George 
Simmonds of W. R. Churchill 
Ltd. Many Churchill sites, in ac- 
cordance with the modern trend, 
have lawns and flower beds in 
front of them. It is proposed to 
plant brand names on these lawns. 
The first attempt, illustrated here, 
has been remarkably successful. 
The site is in Westminster Bridge 
Road, on the south side of the 


Thames, not many minutes walk 
from the South Bank Exhibition. 

Mr. Simmonds claims that this 
is the first time advertisers have 
been able to “say it with flowers.” 
He proposes to use all Churchill 
sites that have gardens for floral 
signs. The company operates 
throughout the Greater London 
area. 
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DEANSGATE 


29 BOOTLE STREET - 


mB23 


{f\ 


* MANCHESTER 2 


Individual Inspection 
at least thrice monthly 


of each of your posters: 


PADDINGTON 0186/7 


G. F. KRUSE LIMITED 
37 SPRING STREET, W.2 


For advertisers... 


a letterpress printing service second to none 

. . brochures, catalogues, colour work ... 
everything of a high-class nature commands 
our special attention. Limited supplies of art 
paper available from stock. 


PRES 


TYPOS HOUSE, MAYBANK ROAD 
LONDON, E.18. BUCkhurst 1252 


RENART 
STUDIO LTD 


EALING 3362 
» 44 
7121 


SCREEN PRINTING 


ROTAPRINT & MULTILITH USERS 

We yt a speedy Photo-Litho service 

that is second to none.... Our speed is 
your asset. 

For QUALITY and RELIABILITY 
"Phone Shoreditch 3942 
VARILITH SERVICES LIMITED 
3 Academy Buildings, Fanshaw Street, N.! 


EXHIBITION STANDS AND 
DISPLAYS OF QUALITY 


T. BOBINSON 

STUDICS, LIMITED 

72a Plough Rd., Battersea, S.W.II 
Tel. Nos. Battersea 5300 & 4886 


Giants? 


Photographic enlargements 
the ‘story more effectively than  . 
Ask for details. 
Autotype, Brownlow Ad, W.13. Ealing 2691 3 
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Engraving Process For Plastic 


Sheet Gives Scope For Finer 


Detail In Decorative Signs 


NEW process of working 
A acrylic plastic sheets in the 


production of decorative 
displays, for both indoor and 
outdoor use, has been developed 
by Taylor Industries Ltd. 


The process, which includes re- 
verse engraving and under-cut- 
ting, has produced in the last few 
months a number of reproduc- 
tions of armorial bearings, crests 
and badges which, until now, 
were produced either by a metal 
or plaster casting or carved in 
wood. The drawback to these 
methods has always been a strong 
susceptibility to damage and dis- 
coloration. Acrylic plastic has a 
big pull here, particularly with 
regard to colour fastness. 


Among the users of such en-~ 


gravings are many municipal 
authorities who have commis- 
sioned the firm to juce 
boundary plates bearing the 
town’s crest; several have asked 
for signs to be fitted to local 
bridges, and others are fitting 
panels in the council chamber. 

Brewers too, have been quick 
to realise the possibilities of this 
type of work. Some are re-mak- 
ing their inn signs in this manner 
and others are interested in de- 
corative motifs for wall fittings in 
smoke-rooms and lounges. 

The manufacture of these en- 
gravings is done entirely by hand 
and can only be carried out by 
highly trained craftsmen. The 
design to be reproduced is either 
supplied by the customer or is 
created in the firm’s studio. This 
design is copied to the correct 
size, reversed left to right, and 
laid down on a clear plastic sheet 
of any thickness. The outline 
is roughly traced and then the 
work of engraving the back of 
the plastic is begun. 


Half-Tones And 
Colours Possible 


The plastic is engraved and 
undercut to a depth depending 
upon the thickness of the sheet. 
Any desired texture can be re- 
produced and any range of half- 
tones or colours. The engraving 
is done by the use of hand tools 
of special design and with these 
tools it is possible to cut to with- 
in a fraction of an inch of the 
front surface. 

When the engraving has been 
completed, the necessary parts of 
the design are coloured with a 


Lighting and colouring accen- 
tuate the detail in this sign 
by the new Taylor process. 


paint which has been specially 
prepared for the purpose. The 
colour permanency has been 
proved after prolonged ultra- 
violet testing, and its adhesion 
quality has also been severely 
tested. 

The painting completed, the 
engraved sheet is backed by 
another of plain colour and the 
two bonded together with a 
special compound. This com- 

letely seals the worked surface 
rom the atmosphere and the en- 
graving can remain out of doors 
for any period without being cor- 
roded by wind and rain-borne 
acids. 

The engravings are usually sup- 
plied with edge lighting which 
brings out the full beauty of the 
work. It is one of the inherent 
properties of the material that it 
allows light to be transmitted 
throughout its length, from edge 
to edge. Where the surface has 
been undercut. light is refracted 
and it is this which produces the 
unique three-dimensional effect. 

Considerable skill is necessary 
for this class of work and in 
these days of universal labour 
shortage, Taylor Industries have 
realised that the only effective 
way of ensuring a supply of 
craftsmen is to create an interest 
in the medium and encourage 
art students to take it up. The 
design department of a local art 
school have shown great interest 
and several art students are now 
being coached in this craft. 
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BRITISH PAPERS, 
PLEASE COPY 


PEAKING at the annual 

session of the American Asso- 
ciation of Industrial Editors, 
Dorcas Campbell, director of 
public relations of the East 
River Savings Bank, New York, 
defined human wants as security, 
love, appreciation, recognition, 
advancement and contentment. 

They were not found, she said, 
in dull lists of birthdays, or stock 
reports, statistical or canned 
material, but in the dramatisa- 
tion of employees on the job, in 
the home and with their hobbies. 
She pleaded for imagination and 
urged editors to dispense with 
dull, dreary reporting which 
brings no gleam to the eye. 

Overseas papers, she might 
have added, please copy. 


* * * 


I nope THAT Mr. C. Alan 
Wood, editor of the Hovis Maga- 
zine, has recovered from his ill- 
ness. But if the spring issue was 
a Magazine without an editor it 
was also a Magazine with a very 
high editoria] standard. It was 

at fun—without falling into 
acetiousness, It was the product 
either of a practised hand or 
native genius. 

This is one of the best house 
organs that comes my way. It 
has been so for a long time. But 
when a panel occupying the 
whole of the back cover explains 
that the editor is free to interpret 
his assignment as he thinks best 
one begins to understand why. 
Any good journalist is encouraged 
to produce a good magazine under 
such ideal conditions. 

The articles are first class, the 
news service bright and the art 
paper insets full of good photo- 
graphs. 


* * * 


ONE OF THE few house journals 
that runs three-colour throughout 
—not process but as separate 
colours—is the Viyella Standard. 
The latest issue had blue and a 
khaki green—the latter being 
happier for heavy line illustra- 
tions than headlines. 

~ * * 


RECENTLY A correspondent 
asked for the name of the firm 
publishing a house journal called 
Contact. Right off he was sent 
a list of five. Is it not time all 
these journals added another 
word to their titles to identify 
themselves? 

One of them, journal of the 
Eastern Gas Board, has changed 
its format from magazine to 
fewspaper. This is a successful 
change. Not all of them are, for 
the newspaper page needs even 
more skill than the magazine 
page. This editor has had the 


courage to use Cheltenham. And 
why not? In borrowing a little 
from the style of the News of 
the World and the Evening News 
he is making Contact look as 
millions of people expect a news- 
paper to look. 


* * * 


THE WELL-TRIED device of 
using plenty of boxes and panels 
is employed in Philips Forum to 
prevent the large post pages be- 
coming stodgy. They are used, as 
they should be if used at all, with 
courage and vivacity. Many 
people like the technique. My 
criticism is that a box on a page 
containing a minor item distracts 


Spotlight On 
House Organs 


by 
BRIAN HILTON 


attention from the main content 
of the page. The tail wags the 
dog. But this editor evidently 
loves rule decoration; there is 
something on every page. His 
skill in getting variety is well 
worth study. 


Tuirp. issue of a journal 
entitled simply Morris of Glas- 
gow has a centre spread with a 
presentation idea worth passing 
on. The spread measures 17} in. 
wide and 11 in. deep. Right 
across run three bands of mech- 
anical tint, about 65 screen, each 
24 in. deep with } in. white bands 
separating them. On these grey 
bands small black and white 
drawings of furniture (with 
black predominating like a 
reversed line block) stand up ex- 
tremely well. The grey bands give 
form and coherence to a pair of 
pages which might otherwise 
have been very bitty. Captions 
are set in the white bands and a 
“headline” runs right across the 
foot of the page in blue. 


A. C. NIELSEN Company's 
Insider is full of pep and joie de 
vivre, compounded to an Ameri- 
can recipe. As it is published in 
Chicago and covers the world it 
has a cosmopolitan flavour in 
which the earnestness of the new 
world and the apparent casualness 
of the old can be distinguished. 

For English readers there is a 
duplicated bulletin which goes 
out as a supplement. It deals 
entirely with domestic matters 
and carries staff classified ads. 


ADVERTISER'S WEEKLY 


If you'd rather nobody knew what you were doing, 
then yours is the sort of business we can’t help. Our ‘signature’ 
papers, for instance, would be no use to you, because they get people 
known . . . quietly, insistently, widely. A signature paper is an 
individual box paper, designed and printed by us, which carries 
your name or monogram or trade mark or slogan. Symbols ex- 
pressing confidence in your products and identifying them in the 
long journey from factory through wholesaler to retailer and at 
the point of sale. 

Apart from the initial cost of printing and/or embossing rollers 
prices are on the same basis as for stock ranges. 


SANDERSON 


make 


Signature papers 


$2/53. BERNERS STREET, LONDON, W.t 
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PACKAGING PARADE 
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The Changing Face Of A Chocolate Bar 


ADBURY’S Dairy § Milk 
purple block label originated 
in 1906. The first design was 
printed in gold and black on a 
pale lavender background. 
Between 1906 and 1950 there 
was a great expansion in the block 
chocolate trade, and the lebal was 
changed at least once, before, in 
1949, Norbert Dutton, F.S.LA.., 
was called in for consultation on 
important design developments. 
His problems were many. Modern 
ideas had to be linked with the 
traditional designs that had built 
up enormous public goodwill: 
new labels had to look well in the 
hand, on the counter and in the 
shop window; and, finally, it was 
vital to achieve a measure of 
differentiation in design between 
the various recipe lines. This, in 
view of the fact that so many 
chocolate purchases are made not 
by reading the “name” on the 
label, but by immediate recogni- 
tion of a familiar shape or sym- 
bol. This point is of particula: 
importance in a trade so largely 
dependent on purchases made on 
the impulse of the moment. 
These basic principles have 


been adhered to by the use of 
the traditional colours, purple and 
gold, in the new design. On all 
blocks a standard script has been 
used for the name Cadbury's, 
based on Mr. W. A. Cadbury's 
signature which has been used by 


| 


New Coat For A Corn Cure 


HE familiar Freezone corn 

remover carton has now been 
modernised, and is packed in a 
matching display outer contain- 
ing one dozen. The base of the 
carton is in royal blue, while the 
upper part is yellow with the 


main lettering and design in red. 
As this photograph shows, the 
display value of the product tas 
been greatly increased. Freezone 
is made by the International 
Chemical--Co: -Ltd.. who are 
among the largest advertisers in 
this field. 


the firm in a number of ways for 
many years. The original motif 
has also been reflected in the 
latest designs by the inclusion of 
the scroll. Cadbury's other choco- 
late block wrappers have also 
been re-designed. 


NOTHER unit in the Chen 

Yu “Double Peony” range is 
this acetate coffret containing a 
nail lacquer and lipstick. 

The pack was designed by the 
merchandising department of 
Chen Yu Ltd. and produced by 
John Dickinson & Co., Ltd. 


CR CAR (gts 
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Johnsons produced two winners 

when they introduced their two 

car polishes in these packs which 

are among the most forceful in 
their field. 


88, CHARLOTTE STREET-LONDON-Wi 
LANGHAM 5351/2 
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Bec EXHIBITION STANDS 


DISPLAY 


‘. ‘SCREEN PRINTING 


PRIESTLEY STUDIOS LIMITED 


{| TRAfalgar 4277-8 Gloucester 22281-3 Cardiff 2012 


BIRMINGHAM - MANCHESTER 


[Victoria 24809 Blackfriars 3391 


IF YOUR message is right — 


BUSINESS* 


will do the rest! 


% BUSINESS, the journal of Management in Industry 
reaches more than 12,000 British top executives in 
commerce and industry, every month . . . Rate Card 


and specimen copy free on request 
The Advertisement Director 
BUSINESS, 180 Fleet Street, London, E.C.4 
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H. PENNEY, North- 
* cliffe Newspapers Group 
advertisement director, has 
no reason to be disappointed 
with the reception of Scanning 
the Provinces, his book of mar- 
keting information. A few days 
after it was distributed, I person- 
ally saw in his office hundreds 
(and I mean hundreds) of letters 
of commendation from adver- 
tisers and agents. 

This is something of a triumph 
for Penney, who himself planned 
and supervised its production. As 
a member of the Incorporated 
Sales Managers’ Association (of 
which he is national vice-chair- 
man) he has always taken a prac- 
tical interest in marketing infor- 
mation and research. His book 
has benefited from the suggestions 
and criticisms that were invited, 
and received, on its predecessor, 
Focus On Figures, in 1949. 

In what leisure he has from 
business, and his work for 
1.S.M.A., the Advertising Associa- 
tion, and the Newspaper Society, 
Penney does “nothing enthusias- 
tically,” he tells me. 


* * * 


MY REPRODUCTION of René 
Elvin’s calligraphy a fortnight 
ago has brought me a beautifully 
penned missive from Frederick 
Roberts, artist and designer, of 
Chelmsford. In superbly written 
Chancery Cursive he gently chides 
me for my reference to school- 
masters. 


310 


Mainly Perdonal— 


W. J. Tydeman 


He reminds me (if one can be 
reminded of something one never 
knew!) that Alfred Fairbank in- 
troduced his writing cards into 
schools about eighteen years ago. 
Described as the possessor of “the 
finest controlled hand in Europe,” 
Fairbank produced a_ practical 
writing hand based on Chancery 
Cursive. 

He recommends those _ in- 
terested to get'a copy of Fair- 
bank’s A Handwriting Manual 
(Dryad Press, Leicester) or a set 
of writing cards from the same 
publisher. 


* * * 


THOUGH the publication of notes 
by advertisement directors in 


R. H. Penney 


Kent. 
Messenger 


NETT 


SALE 


January to June, 195! 


60,141 


Copies weekly (ABC) 


A. J. Silver 


their journals for the information 
of advertisers is not an absolutely 
new idea, the very personal style 
adopted by W. John Tydeman for 
his new occasional feature in The 
Machinist probably is. 

An A.M.I.Mech.E. with a long 
record in practical engineering 
(incidentally a wartime “Tools for 
the Job” broadcast of his set up 
a 12-months’ audience and appre- 
ciation record), Tydeman is able 
to talk to technical advertisers 


and agents in their own language. 

At home, he makes small com- 
ponents and aircraft parts in his 
electrically operated workshop. 
I wish I had space to reproduce a 
picture of the marvels he has 
wrought in his garden with pool 
and waterfall and fountain, or 
the wonderful remote-controlled 
model railway he made. 

_In default, here is a picture of 
his home-made indoor garden- 
cum - fountain - cum - aquarium. 
Behind the scenes are the water 
pump of an old Matchless motor 
cycle and a gramophone motor. 


. . + 


THIS WEEK the Greyhound 
Express moved into its fine new 
offices—still within the shadow of 
the Old Bailey. The other day 
A. J. Silver, advertisement mana- 
ger, was recalling to me that grim 
week-end in January 1948 when, 
late one Saturday night, the office 
was burnt down. 

Thanks to the co-operation of 
the News of the World, both 


AuGust 16, 1951 


Penney receives hun- 
dreds of tributes on 
“Scanning the Prov- 
inces”: More about 
Chancery Cursive: 
Advertisement mana- 
ger, engineer and 
craftsman: Sporting 
paper moves into new 
home: P.R.O. hears 
a voice from not-so- 
dark Africa. 


By CONTACT 


London and provincial editions 
of the Greyhound Express, with 
all their many pages of solid close 
setting, came out on the Monday 
morning. 

Still only 34, Silver had the 
distinction of being at one time 
the youngest advertisement man- 
ager of any national paper in the 
country. He joined it in 1933, a 
year after its formation, when he 
was a bit over 16, and became 
advertisement manager at 19. 
Since then he has seen its average 
daily circulation grow to 145,000. 

Silver was taken prisoner in 
the Malayan campaign and spent 
34 years under the Japs working 
on the “Railroad of Death.” 


* * * 


PITY THE poor P.R.O. I quote 
the following excerpts from a 
letter received from somewhere 
in Africa by Andy McLoughlin, 
Middlesex P.R.O. It appears to 
have been inspired by something 
that Andy had had published in 
Picture Post: 

“Now I have got your address 
to write you, I beg your pardon 
kindly send Picture Post. And 
anything that you have in your 
country or Town. Secondly, I 
don’t know you so if you received 
this letter give me your photo- 
graphy and I will send mine also. 
You can manage me your coun- 
try news, but please don't forget 
what I have begging you about. 

“I am 18 years of age, so I 
want to take you as my best 
friend. I hope you shall reply 
me in time. Please kindly send 
me fountain pen as you like.” 

As Andy points out, “It was 
nice of him to ask only for a 
fountain pen. He could have 
asked for a new typewriter, or 4 
Daimler car!” 


WEEKS WISECRACK 


“I don’t think this is quite 
the time, Miss Wapshott, 
to start serving office tea 
from a simovar.” 
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Facing the Dorchester Hotel, and looking 
out over Hyde Park. Lofty exhibition 
rooms, oak panelled and floored, 

748 sq. feet, 1,368 sq. feet. and 1,473 sq. 
feet of floor space respectively. 

Available on special terms by arrangemmnt, 
from September—for short or long periods. 


Full details on application to : 


The Managing Director 
S.T.A.R. CENTRES LTD., 45 Park Lane, London, W.1 


*Phone : Grosvenor 7711 (5 lines) 


PRINTED , 
PUBLI CIT ¥ 


which never fails to bring Z 
Goop REsuLTs | — 


. The personal letters produced by The Perfect 
Letter-Printing Company are admittedly the 
highest grade of facsimile work. When these are 
skilfully filled im by our experienced typists, 
using a ribbon of the correct weight and quality, 
they have the appearance of ordinary typewritten 
correspondence. 

. If your campaign is handled by P.L. the whole 
job is done from beginning to end under one roof. 

3. For over thirty years, P.L. publicity has been 
successfully used by the leading publishing houses, 
and we are in daily contact with many well-known 
firms, whose names are household words. P.L. 
are proud to give a service which is unrivalled, 
and constantly spoken of in most generous terms. 

. When invited to do so, our Ideas Department 
co-operate with our clients in producing well- 
written letters, and designing and printing 
attractive folders. Our records contain an 
extraordinary amount of valuable information, 
and this is entirely at your service. 


The Perfect Letter-Printing Co. Ltd. 


d Lion Court, Fleet Street, London, E.C4. 
CEN 9671 - - (3lines) _ 
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To Managing Directors, Sales Promotion Managers 
Advertising Agencies and P.R.O.’s 


Christmas 
Goodwill Gifts 


Beney Ltd makers of precision pocket lighters 
in England since 1919 invite enquiries for 
prices of Engraved Lighters and Table 
Lighters for use as industrial goodwill gifts. 
Samples on application by telephone 


or write to — 


BENEY LTD 


| WELLCLOSE SQUARE LONDON EI 
Telephone ROYal 4833 


If your Clients supply equipment or goods 
to the Irish meat trade the new journal 


IRISH MEAT TRADER 


is their ideal advertising medium 
First issue — September 17, 1951 
DETAILS FROM THE ADVERTISEMENT MANAGER, 
IRISH MEAT TRADER, 27 MERRION SQUARE, DUBLIN 
Telegrams - Meatrader, Dublin 


world-wide advertising for 
the engineering industry 


6, CAVENDISH PLACE, REGENT ST., LONDON, W.i 
LANgham 4204 (5 lines) 
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THAT the Duke of Edinburgh 
mentioned several brand names, 
including Dunlop and Perspex, in 
his recent address to the British 
Association at Edinburgh. 

+. * * 
THAT Ivor Evans, a scientific 
journalist, has joined Andrew 
Reid, press officer, for the period 
of the national Radio Show. 
Joan Cutting wi!! also assist in 
press relations work. 


* * * 


THAT this advertisement, photo- 
graphed by a holiday-maker in 
Italy, is likely to interest outdoor 
advertising firms awaiting chal- 
lenges in this country. 


We Hear— 


THAT Ireland is preparing a 
great welcome for the LLP.A. 
annual joint provincial branches 
meeting to be held in Dublin next 
June. And— 

* * * 


THAT the Scottish and Midland 
groups will be guests of the 
Northern Branch, whose chair- 
man is Walter J. Harrop, of 
Osborne-Peacock Co., Ltd. 

* * ~*~ 
THAT R. D. Russell and R. Y. 
Goodden have been appointed 
design consultants to Berkeley 
Coachwork Ltd. 

* * * 
THAT Sidney-Barton Ltd. have 
been appointed public relations 
consultants to Bovis Ltd., build- 
ing contractors. 

* * 
THAT, cleaning and redecoration 
having been completed, the Fleet 
Street Column Club re-opened on 
Monday. 

* * * 
THAT the Blackpool electric 
newspaper, owned by Electric 
News Ltd., has been booked by 
the variety and radio act, the 
Maple Leaf Four. Their an- 
nouncement reads: “Listen to the 
Maple Leaf /Four every Friday on 
the Home Service at 7.” 


* ADVERTISING MANAGER’S CORNER f 


Famous Last Words 


Even when your customer is a woman you can be 
sure of having the last word by using the right kind 
of visual sales aid. And for the last word in visual 
sales aids, you can’t do better than come to Harris 
because we’ve got a whole dictionary of them for 
you to choose from. We've been adding to our 
collection for nearly 40 years and we’re thinking up 


new ones every day. 


No matter what your particular brand of sales talk 
may be, you can always improve it by giving it the 


right ending. 


And there’s no argument when you 


finish your advertising story with one of Harris’s 


famous ‘last words.’ 


distinctive showcards, clever cut-outs by 


HARRIS 


THE FIRM WITH EXPERIENCE 


HARRIS ADVERTISING LIMITED, 29-30 KINGLY STREET, LONDON, W.! 
Tel : REG 3295-6 
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This is one of the displays designed by Murray-Watson Ltd. for Pest 
Control Ltd. at the Royal Agricultural Society Show at Cambridge. 
The entire display was some 120 feet in length and was erected by 


Milor Display Service. 


THAT Philip Wilson, senior 

account executive at the Robert 

Freeman Co., won the Royal 

North Devon Golf Club’s open 

—— competition at Westward 
o! 


* * * 


THAT Gamba Ltd., who sup- 
plied the ballet shoes for the film 
“Happy Go Lovely,” are inviting 
shoe retailers to feature ballet 
shoes in their window displays 
when the film is released next 
month. 
* * 

THAT the British Cotton, Rayon 
and Wool Industries are sending 
a collection of models by the 
Incorporated Society of London 
Fashion Designers to the Venice 
Festival of Arts and Costume. 

* * * 


THAT Bexhill Hotels Association 
are submitting to Bexhill Council 
their proposals for a 1952 town- 
planned publicity campaign cost- 
ing approximately £1,000. 

+ * * 
THAT the slogan for the 1952 
Sewing Week (March 1-8) will be: 
“Everybody’s sewing—and oh, so 
smart.” . . 


THAT the Home _ Counties 
Liberal Federation Sinclair Wood 
Cup, presented in 1948 by Sinclair 
Wood, of F. C. Pritchard, Wood 
& Partners, for the best consti- 
tuency association press cuttings 
book in the Home Counties, has 
been awarded to Hornchurch 
Division Liberal Association. 


* * ” 
THAT winners of area heats 
sponsored by the Yorkshire 


Evening Post, Sheffield Star, 
Rotherham Advertiser, Wakefield 
Express, South Yorkshire Times 
and Driffield Times are among 
the girls taking part in the final 
of the “Miss Yorkshire” contest 
at the Spa Royal Hall, Bridling- 
ton, on August 23, when the win- 
ning competitor will receive a 
silver trophy and £50. 

* * + 
THAT the first annual social of 
the southern area of the Institute 
of Packaging will be a buffet 
dance at the Mayfair Hotel on 
October 5. 


THAT two working models of a 
toy and a model airplane were 
used to illustrate the speed and 
reliability of the functioning of 
management in its widest sense 
at the British Institute of Manage- 


ment stand at the Manpower 
Exhibition. In the background 
were blue prints of the models to 
indicate the technical aagects. 

7: * 


THAT the Wythenshawe 
Recorder occupied a stand at the 
local Arts and Crafts Exhibition 
and displayed specimens of type, 
stereo plates, etc., along with 
photographs which illustrated the 
methods of production of the 


local paper. - e 


THAT the summer issue of the 
Whitbread house magazine in- 
cludes illustrations of the brewer's 
latest set of inn sign advertising 
miniatures. 

The first international discus- 
sion by industrialists of their 
Design Policies will take place at 
the Royal College of Art in 
London on September 19 and 20 
as an official event of the Festival 
of Britain. 

This “Design Congress” will be 
attended by about 250 invited 
guests, mainly chairmen, directors 
and managers from leading firms 
in Britain, Europe and the U.S.A. 
They will discuss the topic 
“Design policy in industry as a 
responsibility of high level 
management.” 
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Publications News and Notes 


Centenary Sweets 


From Overseas 


In connection with the town’s 
Centenary Celebrations the 
Blackburn Times appealed 
through its columns for gifts of 
sweets from overseas readers in 
order to distribute them to the 
children of Blackburn, as a special 
treat. The appeal was so success- 
ful that over 14 tons of sweets 
have been received from all over 
the world, with the result that all 
school children in Blackburn be- 
tween the ages of four to seven 
years, numbering over 5,000, are 
to receive an assorted bag of 
sweets. The distribution started 
on Monday. 

* * * 

Two complete pages of the 
Greyhound Express are now 
devoted to football form and 

ol articles every Tuesday, with 
ast-minute features on fixed-odds 
football betting on Fridays. 

* * mm 
Export advertisers and all 

engaged in overseas trading will 
find an ingenious “how's trading 
potential?” chart in the August 
issue of Business, the Journal of 
Management in Industry. Every 
European, American, African, 
Asian and Australasian country 
is given a key, to indicate the 
relative ease or difficulty of ex- 
porting British merchandise to 
that country. In addition, the 
same chart shows at a glance the 
total exports from U.K. into each 
country in £ million, and the in- 
crease or decrease of our exports 
there in 1950, against 1949. 

7” . * 

Better Lighting is a main 
editorial theme of the Auyust 
issue of P Management, 
Welfare & Industrial Equipment. 

- ~ * 

A 14-day tour of Britain cycle 
race on Continental lines has been 
organised by the Daily Express. 
Starting from Hyde Park on 
Sunday, fifty-five cyclists are ex- 
pected to participate. There will 
be £1,000 in prize money. 

* *. . 

A car rally at Eastbourne on 
September 9 has been arranged 
for members of the Evening 
Standard Courtesy Drivers’ Club. 
One hundred competitors will be 
accepted. . At Eastbourne there 
will be tests in confidence and 
driving skill followed by a 
courtesy drive to London, finish- 
ing at the Evening Standard offices 
in Shoe Lane. 

* * ~ 
Sporting Record is presenting 

special prizes at the sports being 
held on Knavesmire in connection 
with the Festival Year Cyclists’ 
Touring Club rally at York. 

* ~*~ - 
Advertisement rates in the 
ibraltar are to be in- 

creased by a shilling to 7s. per 
s.c.i. for single insertions, and by 
sixpence for series insertions. 


The Irommonger Directory of 
Branded Hardware, a 154-page 
book containing nearly 15,000 
names, is available only to yearly 
subscribers to the Jronmonger. It 
is free to them and they are able 
to buy extra copies at 6s. each. 

* * * 

Hairdressers’ Journal is the 
first paper this year to publish 
the Paris winter collection hair- 
styles which show a revival of the 
19th century “Directoire” style. 

* * * 

The first regular issue of The 
Times Review of Progress of 
Science appears this month. It 
will be a quarterly publication 
selling at sixpence and describing 
the newest developments in pure 
research and their practical appli- 
cation to industry. The first issue 
contains sixteen pages with 
articles on “The ocean's be- 
haviour,” “Inside the earth,” and 
“How the muscles function.” 

* * * 

Current issue of Everybody’s 
is a Scottish number in honour of 
Princess Margaret. 

* . * 

An editorial link-up between 
Woman’s Own and Modern 
Woman is announced by Newnes 
in advertisements in the National 
Newsagent and other trade papers. 
Describing the two publications 
as “sister magazines,” the adver- 
tisement says that a number of 
writers on the staff of Woman's 
Own have contributed to the 
September Modern Woman. 

* * * 

Manchester Weekly News- 
papers are running a “Kiddie- 
snaps” competition. The 
photograph chosen for publica- 
tion each week wins a 10s. 6d. 
award and a final prize of 10 
—— is to be given for the 

appiest child holiday snap 
when the competition closes in 
October. Photographs chosen are 
army Bg md in a Man- 
chester ews, the Wythen- 
shawe Recorder and the Stretford 
& Urmston News. 

* * * 

Newnes-Pearson announce that 
the published price of 
Catalogue of F dated 
Autumn/Winter, 1951, and pub- 
lished on August 24, will be 
increased from 9d. to Is., com- 
mencing with this issue. 

* * . 

Engineering and industrial 
advertisements predominate in 
the Official Handbook of Aber- 
deen, a 192-page art-paper book 
produced by the Corporation’s 
publicity department. For the 
design on the semi-stiff cover a 


~ picture of an Aberdeen street is 


imposed on a map of Scotland. 
Articles, headed in blue and 
generously illustrated, cover all 
the main municipal, social, sport- 
ing, agricultural, and industrial 
activities. Lt.-Col. H. Webber, 
Aberdeen’s publicity officer, com- 
piled and edited the book. 
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+ Covers the whole field of 


Textile Materials, Process Production 


WHERE TEXTILE MACHINERY IS USED 


EMMOTT & CO. LTD - 31 KING ST. WEST » MANCHESTER 3 
LONDON OFFICE: 21 BEDFORD STREET, W.C2 


ARTISTS AND 


STUDIO \ 


PHOTOGRAPHERS 


BRIGG 


22 CHENIES STREET-WC'I 


Consult 
G. F. TOMKIN LTD 


FOR THE PRINTING OF 


Display Artists 
Silk Screen Printers 


ADVANCE 
PUBLICITY 
LIMITED 
149 WARDOUR STREET 


LONDON, W.! 
GERRARD 8236 


DAY AND NIGHT PRINTERS 
TELEPHONES : LEYTONSTONE 1164/5 


EXHIBITION STANDS 
DISPLAYS 


SERVICING 
SILK SCREEN PRINTING 


MERCURY 


DISPLAYS LTD. 


245 VAUXHALL BRIDGE ROAD 
LONDON -S.W.1 ~- TEL. VIC 0912-3 
worRKks—__-____ FULHAM 


RETOUCHING 


in first class style 


@ HALF TONE 
eCOLOUR 
@ LINE WORK 
eSCRAPER 


CENTRAL 3642 


HOWARD CHILD ¢CO-LTD 


113 EDMUND ST- BIRMINGHAM: 3 


POSTERS 


TICKETS SHOWCARDS & DISPLAYS 


REGINA STUDIOS (SIGNS & DISPLAYS) LTD 


2? BOSTON ROAD HANWELL Ww 
tos 


Personal Attention to ali Enquiries B Pr te 
rl Service in the Fullest Sense 
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TO cel FSRATE THEIR GOLDEN JOGILES. 


Gillette 
PRESENT THE 


¥ S2e 


ANNIE ey ane 


Gillette Jubilee 
Campaign 
To celebrate their golden 
jubilee Gillette Industries Ltd. are 
launching a new Anniversary Set. 
A national campaign, featuring 
the set, is due to start on Septem- 
ber 28, the actual anniversary of 


consult the experts 


- . 
/\E AMIE 


bv\s 


POINT OF SALE 


advertising 


%& SHOWCARDS ¥& SIGNS y DISPLAY 
STANDS IN METAL, WOOD AND 
PLASTIC METAL PRODUCTS 

%& ILLUMINATED SIGNS 


ACME Stowcarp & SIGN CO. LTD. 
Paragon Works, Enfield, Middx. 
Tel : Howard 165! Est. over half a century 


Local 


Government Service 
Local govt. personnel now have 
more money to spend. L.G.S. 
—official publication of Nat. 
Assn. of local govt. officers 
(NALGO) is the only publi- 
cation to reach this great 
market all over the country. 
Fuller details from R. Harris 
Publications Ltd., 12 Stan- 
hope Row, W.1. GRO 3879 


CLELAND | 
PACKAGING 


Cartons, outers and display pieces made 
to order, in immaculate style and in the 
best trad: 


itions of industrial Design — 
lly and visual 


WM. W. CLELAND LTD 
STAPLE HOUSE, HOLborn 2521 
CHANCERY LANE, W.C.2 & BELFAST 


CURRENT 


the foundation of the first com- 
pany. It will cover leading 
national and provincial dailies. 

Full page advertisements in the 
hairdresser and chemist trade 
Press are now appearing. 

The Anniversary Set, contained 
in a blue moulded case with 
transparent lid, comprises an 
anodized gold finished one-piece 
Gillette razor with dispenser and 
ten Blue Gillette blades. It is 
packed in six set units to form 
an attractive point of sale display. 

Agents are W. S. Crawford 


Ltd, 

Chilton Electric Products Ltd., 
makers of the Buk electric 
shaver, have reversed the letters 
and are now marketing a Kub 
electric shaver. 

Plans for a consumer campaign 
are not yet complete but trade 
Press advertisements promise that 
the shaver will be advertised in 
“the leading national weekly 
papers.” Spottiswoode, Dixon & 
Hunting Ltd. are the agents. 


* * * 


New Pictures For 
Quaker Oats Packs 


Following up the lessons on 
various forms of sport Quaker 
Oats packs are now to carry four 
different series of illustrated 
stories. 

Subjects! chosen are “Land- 
marks of Britain,” “The story of 
fashion,” “Great moments of 
sport,” and “Railways of the 
world.” 

Showcards and advertisements 
will feature this development. 
Agents concerned are Masius & 
Fergusson “Lid, ~ 

* * 


* 
‘Thrifty’ Detergent 
Gift Scheme 

The Calder Soap Co., Ltd., of 
Ashby-de-la Zouch, have started 
a gift scheme for their Thrifty 
No. 1 soap powder. 

For 24 coupons, taken from the 
Thrifty pack, and 2s. 6d. the 
purchaser receives a hand towel; 
for 2s. 6d. and 12 coupons, a 
“wonder” knife; for 5s. and 24 
coupons, a bread knife; for 9s. 
and 24 coupons, a table cloth; 
for 1s. 6d. and 12 coupons, a 
shopping bag; and for 5s. and 24 
coupons, a pillow case. 

Except for” window displays 
Thrifty soap powder is not ad- 
vertised and Calder Soap Co., 
Ltd.. have no advertising agents. 


* * + 
ACCOUNTS MOVING 


Willings Get 
Curzon Trio 


Willings Press Ltd. 
have taken over the advertising 
for Fifth Avenue American Dress 
Shops, Societe J.O.B. cigarette 
papers, and West Ham Speedway. 
These accounts were handled 


ADVERTISING 


by Curzon International Ltd. 

The campaigns will continue as 

previously. 
* * ~ 

The H. C. Stephens Ltd. ink 
advertising account has moved to 
London Press Exchange Ltd. 

* * * 

Cc. D. Notley Ltd., already 
agents for Weetabix, have been 
appointed to handle the advertis- 
ing for the Weetabix Ltd. sub- 
sidiary, Whitworth’s flour. 

* * * 


NEW_ ACCOUNTS 


Advertising for the Inter- 
national Machine Tool Exhibi- 
tion has been placed in the hands 
of W. S. Crawford Ltd. This 
exhibition, organised by the 
Machine Tool Trades Associa- 
tion, will be held at Olympia 
from September 15 till October 4. 

There will be trade and tech- 
nical Press advertising in most 
countries in the world and in the 
U.K. there will be a limited poster 
compuiga and editorial publicity. 

* 


Reid Walker Advertising Ltd. 
have been appointed agents for 
a new advertiser, Plastomatic Ltd. 
Starting next month there will be 
a campaign in plastics journals, 
engineering and other trade publi- 
cations. Advertisements will 
appear in four colours and black 
and — 


~ * 

Advertising for Perfit loose 
covers for car seats is to be 
handled by White Advertising 
(Birmingham). There will be a 
Press campaign to the trade and 
the public in selected journals. 
Sole distributor; are the Broad- 
fields Garage and Engineering 
Co., Ltd., of Cockfosters. 

* * * 

John Haddon & Co., Ltd. have 
been appointed agents for F. D. 
Ward Ltd.. manufacturers of 
special equipment for the shoe trade 
and Rimforts, built-in metal heel 
protectors. Advertising for Rim- 
forts is to start immediately in 
astieaaie, periodicals, trade Press. 

* - 


A campaign in the national 
Press and periodicals for Salma 
Fashions will be handled by 
Auger & Turner Ltd. 

* * * 


NEW_CAMPAIGNS 


Scheduled for release in the 
autumn, a new poster campaign 
for Charrington & Co., Ltd. 
is in preparation. It will include 
16-sheet, 4-sheet, bus sides, lower 
rear bus panels, window bills and 
a. Agents are Greenly’s 

td. 


* * * 
Smith’s Advertising Agency 
Ltd. have prepared a new cam- 
paign for Knox Laboratories Ltd. 
featuring Mendaco (for asthma, 
bronchitis, and hay fever) and 
Cystex (for backache and rheu- 
matism). National dailies and 
Sundays, London evenings, maga- 
zines, provincials will be used to- 


ps 
Cricketer Len Hutton is to be 
featured in advertisements for 
Robert Hirst raincoats. This ad- 
vertisement appearing in the trade 
Press is the work of agents 
Nevin D. Hirst Advertising Ltd. 


gether with posters throughout 
the country. 
* * * 


‘Money-back’ Offer 


For New Toothpaste 


Napper, Stinton, Woolley Ltd. 
are handling the advertising of a 
new toothpaste—‘Less”—manu- 
factured by Lauraine Labora- 
tories Ltd. 

The toothpaste is being adver- 
tised on a “money returned if not 
satisfied” basis. It retails at 1s. 8d. 
and is claimed to be the only 
toothpaste in the country which 
contains decyl-carminate which 
makes teeth whiter. 

Fairly large spaces will be 
taken in national dailies and 
selected magazines in what is 
described as a trial campaign. A 
colour filmlet is also being pre- 
pared. 

* * * 

A six-month campaign for 
Invicta radio starts next week in 
national dailies, London evenings, 
and trade papers. At the com- 
mencement it will tie up with the 
National Radio Show. 

licity Ltd. are the agents. 


Air Banner At 
Seaside 


The biggest solid banner ever 
towed by an aircraft is being 
flown over the crowded south 
coast holiday resorts by A. Fraser 
White and Associates. It features 
Maralyn Milk Plus and, together 
with netting, it is 120 feet in 
length. 

On one side the slogan reads 
“Drink cold Maralyn today,” and 
on the other “Take home a tin of 
Maralyn.” 

In this way the banner appeals 
to both sections of the retail 
trade—the milk bars and restaur- 
ants, and the grocers. 

It will be towed along the south 
coast every Saturday in August. 
The order is placed by S. H. 
Benson Ltd. 
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CLASSIFIED ADVERTISEMENTS 


WANTED SILK SCREEN Working 
P R re) o u Cc Ti ° AL Ee te A a ly Sgt 35s. Aye 4 panel SS —— be experienced _ in 
classifications, 


making Stencils 300d wages, 
‘ 4s. per 45s. per display _— inch. ~+ > 3 lines. + = iy ame post for suitable applicant. 
MANAGER. An opportun- | | *targe, one fine plus 9d. covering postage, Series application: PC. Lid. Kingsbury 

: . : advertisements under seven ——. MUST se. ‘PREPAID. et *  aaventbers _ Kingsbury Road 

ity for a production assistant or Weekly,” 189 Fleet Street, London, E.C.4. CHAncery 8844. ey Re S Senetai Artin 
manager to take over an in- 


for London § " 
teresting job and progressive APPOINTMENTS VACANT cass with 8 to 10 years studio experi- 
appointment. State experience ence. Write in first instance. | stating 
ifications. NG LIVE REPRESENTATIVE— ase, experiene salary required to 
and qualifications Wipromemive builder—no. slick high Box 479 Ad. Weekly 180 Fleet St BCS 
er specialist. Wide scope and CREATIVE YOUNG DISPLAY ‘MAN 
PRODUCTION ‘ull backing on journal EDITORIAL ASSISTANT required by large Textile —- 
ASSISTANT Standing. Reply fully, ence. ing Company. Pension scheme. 
a ak ¢ te . we J va 3 gee. gh yt St required for the editing of technical day _. Le = years" experi- 
perienced with a knowledge x 50 trend PCS reports and papers, also the pre- case ip high ¢ isplay essential. 
; " ptable rrepared to wavel. Write 
and interest in types. Able to do CRQUL ATER Seats Lb - paration of material for use in full particulars 
adaptations. Box 539 Ad. Weekly 180 Fleet St “Bea various A _Box 546 Ad Weekly 180 Fleet St BCé 
L E T T € R ] te G LONDON PRINTERS require live tepre- should 4 eget knowledge of 


ntative th established connection. 
Excellent ‘pros ospects for right person. building and civil engineering, and A Really First-class 
ARTIST. Fast worker able Bor 334A in confidence, to must have good academic qualifica- 


Ad. Weekly 180 Fleet St BC4 ; : ; 
to prepare rough layouts. Pre- shed Lon we gg apple oe gern ARTIST-DESIGNER 
ferably an all rounder. don Agency (R.P.A.) would be cogs, ree stating 0g, 
interested in acquiring the co-operation experience, qualifications and 


cco! i nd : is required by a growing adver- 
SCOTT-TURNER | | osm S223. “Wis w'cnaicas || HT remirede required by & growing save 
to Managin GEO. WIMPEY & CO., LTD. tising agency in Birmingham. 
& ASS. LTD. Ad W Weekly 180 Fleet St_BC4 Central Laboratory, Lancaster Rd., All-round man, capable of pro- 
Reg. P in Ad Southall, Middlesex. ducing rough ideas and layouts 


17-18 DOVER ST. w.l YOUNG as well as finished work of the 


WEST CENTRAL ADVERTISING 

<pyeeTeeyent—eopocrion || ADVERTISING || ScEScrossauss ssvmh ise | | NISC Sua to the riahe person 
ASSISTANT — required by ‘The experience and. salary coy mates ass, will be paid to the right person 
Engineer. Applicants should be be: AGENT Box 541 Ad. Weekly 180 Fleet. St_BC4 who will work in pleasant sur- 
knowledge of blocks and copy proce- STUDIO ASSISTANT (oune female) dings and in a congenial 
nna ay tN a sa ‘ with knowledge of colouring and wash roundings &g 
telephone manner, Previous EY capable and with good record of —— a vee FLUSH < atmosphere. A genuine oppor- 
Of publishing preterr © ut not sen- H i > i i 
‘at’ Audie ts Gum bandanhied. suas integrity and dependability, is 0. DP LMETED, 206 MUNSTER tunity and a progressive (we 
age and experience to ‘3 _Manaser. offered association with old- aa R saabine = = mean progressive!) appointment. 
don, W.C.2. established, fully recognised 1 mdon Studio Excellent All applications treated in 

heer ME NS 7 —_ Opportunity for first class man with 

JUNIOR SHORTHAND TYPIST with ith ity for high salary, ideal working conditions strictest confidence. 

knowledge of advertising agency book- agency with opportunity and five day week. Write in confidence, 

keeping tating. coe ekcondon | Agency: | | succession to whole. Own com- stating age, experience and salary ec- | | Beardmore Advertising Ltd. 


oor to 
Box 473 Ad. Weekly 180 Fleet St EC4 pany could continue without 506 Ad. Weekly 120 Fleet St EC4 125 Soho Hill, 


EXPERIENCED ALL-ROUND ARTIST | | change—main object being to | | SALES MANAGER required. To take Birmingham, 19. 
pag Write details and salary re- assure continuity of both. Gross Recent experience of selling Space on 
_ Box 379 Ad. Weekly 180 Fleet St BC4 3 maps, menus, cic., is absolutely essen- L t Experienced layout artist 
FIRST CLASS Tettering and layout ro income £4,000 per annum or tal. Applicants must also have experi- required by London Agency. Previous 
ettering a ayout eo ence of training representatives, very agency experience desirable with the 
fully experenced. Agency; must over, based on good accounts, is good ome of salary and commission, ability produce good, clean pencil 
“4 etc. is is @ Very progressive posi- roughs osition carries a good salary 
Box 487 Ad. Weekly 180 Fleet St EC4 essential. Replies will be held tion for f., ye. man. Write giving and five day week. Write in cont 
; - dence stating age, experience @ 

in strict confiderice. Write Bos S49 Ad. Weekly 180 Fleet St EC4 salary required to 

Tw AGCOUNT EXECUTIVES for Box 431 Ad. Weekly 180 Fleet St BC4 


RETOUCHER Box 544 et clopmen of new accounts required PRODUCTION: Vacancy will 
Advertiser’s Weekly, 180 Fleet St., E.C4 b ondon Advertising Agency mdor| Agency f 


y occur in a Lo 
specialising in industrial advertising, class produ.tion 
= but also equipped to handle general cy experience. rite i 
An old established studio ORDER CLERK __ for ri One Executive would work : details, of ase. 
. Sas stationer in the City. Suit young man from London office and the experience and salary required t 
in Fleet Street district has recently demobbed. Full training given. would be responsible for « _ Box 398 Ad. Weekly 180 1 Fleet ‘Su EC4 
Canteen, 5 day week. Apply in own developing a ag in the Birmingham | PUBLICITY: Young man, age 24-30, 
a vacancy for a first class handwriting to area. Full deta qualified in Press work, required by 
_ Box 532 Ad. Weekly 180 Flect St EC4 | —_Box 550 Ad 4 Weekly 180 net St BC4 leading Textile Company to take over 
retoucher. REPRESENTATIVE. A Vacancy exisis ADVERTISING SPACE ALESMEN editorship of house magazine and pub- 
for a man under 30 with a knowledge wanted for exceptional local speciality lic -<elations, internal and external 
Write givin experience of photography to contact medium. All districts. Salary, com- Good writing ye one Cm 
8 pe Agents on behalf o' Only experi- experience Fae 
and salary required to: Photographers. i y, com- nced = men to Barnet dee. personality, ‘capal le of fr 
: mission and expenses. Full details in T pou, Ses tas Fg 8 =p Five 
Onfidence to Managing Direct Baron Essex, or telephone Seven y wi 
Box 60! Sendion, 2 Gri Beeee, Peak Lane, Kings 7731. Box 547 Ad. Weekly 180 Fieet St ECS 
Advertiser's Weekly, 180 Fleet St., E.C.4 W.1, 


SECRETARY REQUIRED by Advertise- 
mem Director of Group of Technical 
foutans. Wiciom arent and typ- 

ADVERTISEMENT REPRESENTATIVE ing, methodical and able to deal with 
for established monthly technical jour- routine cosrespoadenss. Re position COPYWRITER 
nal. Applicants must state age. present Ss. one pa preference 
salary, and details of sales record in siven to | has held 
strictest confidence. Salary £450 plus a similar position. Writes Stating age. for 
expenses and high commissior a salary required and if 
Box 493 Ad. Weekly 180. Fleet St_EC4 

SHORTHAND/TYPIST required by | 00% 540 Ad. Weekly 180 Fleet St ECS GEE ADVERTISING 
Leading Advertising Agency. Previous SECRETARY REQUIRED immediately 
experience in similar business an advan- ay ~~ a en a Adver- 
tage day week. Write stating age, . 
enperience saline cael eee: va vig x day week, art ge First class copywriter with background of sound 
te 5 i: — 
tory. Greeniy's Ltd., 5 Chancery Lane, Bow $ Ad. Weekly. 180 Ficet St EC4 Agency experience — will be required to produce 


DISPLAYMAN |REQUI iRED P Tor” igh SPACE SALESMAN. A selttroduces work for a wide variety of accounts. Age 25 to 40. 
Originality and initiative. With experi- to reptesent specialised Monthly Jour- Salary to be arranged in accordance with experience 
ence fa. sroduciag original r C4 aeigion eae ne rag Ry and ability. This is a permanent position offering 
Bristol. Bath district to ones, West Combrag Chk Publications Limited, 3 good remuneration immediately and excellent oppor- 
learn. ‘Salary according to qualifica- | GOOD CLASS Letterpress Printers re- tunity for the future. Apply in writing in the first 


tions and expen ae i -oeees when quire London Representation. Only place quot 
away from home applicants of outstanding ability and q ing full details to 
_ Box 536 Ad 6 Ad. Weekly 730. Fleet St BC4 ae yg Snmeeres, Write 
PRINTING REPRESENTATIVE re- | __Box 526 Ad. Weck y 180 Fleet St BC4 MAN. TOR 
quired Oy large pr.n ing house (general SPACE SALESMAN required for the RES Gee 
and periodical) in Croydon. Estimating newest and most up-to-date method of TE 
<noetionce an advantage = not essen- ———— ELECTRO MAP. GSS ADVERTINNG LOSTED 
tia ension scheme. rite stating already installed for the Festival of lelford Road and Cariton Street, Leicester 
full particu'ars of age, previous experi- Britain and in leading Cinemas, Hotels, wi 
ence and salary Ge salary and com- Bus — eS ee rate of com- 
mission) required t mission 
Box 533 Ad. Weekly 180 Fleet St EC4 Box 523 “Ad. Weekly” 180 Fleet St BC4 


’Phone your Classifieds to CHA 8844 (Ex 23) 
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ADVERTISER'S WEEKLY 


A GOLDEN 
OPPORTUNITY 


For a man between the ages of 
24 and 30 there is an assured 
future with an old-established 
West-End company specialising 
in point-of-sale advertising of 
the highest quality. 

He should have had a sound 
education and be a “‘good 
mixer’’. Previous knowledge 
of this medium is not so essen- 
tial as a flair for salesmanship. 
He will learn the background 
of his business from a Director 
and will find in due course that 
he has chosen a career with 
unlimited possibilities. If you 
are really interested, write 
fully in confidence, to 
“Director”, 


Box 545 
Advertiser's Weekly, 180 Fleet St., E.C.4 


LAYOUT MAN REQUIRED. 


ANCE ARTIST 


FIRST CLASS FREE-L 
2 create Visuals for Showcards and 


Aids for branded products, two 
days a week, South London District 
Write fully 


Box 548 Ad. Weckly 180 Fleet St EC4 
Well- 
known London Agency will be 
interested to hear from a first class lay- 
out man seeking a change. Three or 
four years experience with first stom 
Agency essential, and a flair for figure 
work a definite advantage. Permanent 
Position with good salary and superan- 
nuation scheme for successful applicant. 
Write with brief details of experience, 
stating age and salary desired to: ART 
DIRECTOR, 
Box 511 Ad. Weekly 180 Fleet St a 


WELL KNOWN Manchester 


onres experienced lettering and favout 
Bor. 603 Ad. Weekly 180 Fleet St EC4 
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APPOINTMENTS VACANT 


YOUNG MAN required for Checking 


Department of a well-known Advertising 
Agency. Hours 9.30—5.30. No Satur- 
days. Apply stating age, experience and 
salary required to. 

Box 518 Ad. Weekly 180 Fleet St BC4 


LEASANT AND LUCRATIVE position 


availabic A. first class Creative Space 
Salesma: Ability to earn £1,500 p.a. 
in sponsored =, Please send full de- 
tails of experie: 


Box 517 Ad. Ad. Weekly 180 Fleet St EC4 


PRESS 
RELATIONS 


HARRODS have a vacancy in their 
Advertising Department for a young 
woman to supervise Editorial Work. 
The position necessitates continual 
personal contact with the Buyers of 
the Store and the Press and calls for 
initiative and a pleasant personality. 
Some experience in a similar position, 
a knowledge of fashion merchandise 
and the ability to write good English 
are essential qualifications. 

Write in the first instance, in confi- 
dence, to the Staff Manager, 
Harrods Ltd., London, S.W.1, giving 
full details of previous experience 
and salary required. 


Must be experienced in obtaining local 

advertising and be pice epared to travel. 

pd an TV --- cellent remunera- 
prospects. Write fully 

Bor 602 Ad eekly 180 Fleet St EC4 


44, Belgrave Square, S.W.1. 


INSTITUTE OF INCORPORATED 
PRACTITIONERS IN ADVERTISING 
EXAMINATIONS 


for Associate Membership 
1951 


The Intermediate Examination, consisting of two papers, 
will be held on Tuesday, 18th December, and the Final 
Examination, consisting of three papers, on Tuesday 18th 
December, and the morning of Wednesday, 19th December. 
Candidates for the Final Examinations will be examined 
viva voce on either the afternoon of Wednesday, 19th 
December, or the morning of Thursday, 20th December. 
The examinations will take place in London, Glasgow and 
Dublin, and also in Manchester, Birmingham, or elsewhere, 
if there are sufficient candidates. 


Lectures will be given at the Institute from the middle of 
September to the middle of December, on Wednesday 
evenings for students for the Intermediate Examination, and 
on Thursday evenings for students for the Final Examination. 
Books may be borrowed from the Institute’s library, and can 
be sent by post to students living outside the London area. 


Full particulars of the lectures, examinations and library, 
together with entry forms (which must be returned by 
2nd November), may be obtained from the Education Officer, 
The Institute of Incorporated Practitioners in Advertising, 
(Telephone: Sloane 0494). 


a TYPIST - SECRETARY, 
ze 


17/19, required by Production 
Manager of Ficet Street book-publishing 
Company. Commencing salary £4 10s. 


© week. 
Box 609 Ad Weekly 180 Fleet St BC4 
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CLASSIFIED ADVERTISEMENTS 


A une WOMAN is required to 
keep 


ig 

ff 
BEE 
sete. 


to type would be most 
oe supply full danke 
ary 


Box 617 Ad. ¥ Weetly. 180 Fleet St BC4 


A NEW section is being formed.... 
by the manufacturers of 


ELASTOPLAST 


This section will deal with Works and Public Relations and 
offers a splendid opportunity to a man, or woman, who has 
worked, and worked successfully, in an appointment of this 
An up-and-coming young person at 
present working as an Assistant will be carefully considered 
and might find this an ideal opening for the expression of ideas 
and plans that have been formulated whilst in a junior capacity. 


nature or as a journalist. 


Responsibilities of the section to be controlled by the appli- 
cant will include a Works Magazine, Customers Journal, con- 
tact with the Press, Editorials and reception of parties visiting 


our works. 


This is a job for the PRO-minded person (prepared to work 
in Hull) who has a flair for organising, in addition to qualifica- 
tions as a journalist and the ability to plan and write magazines. 


A good mixer is essential. 


The appointment is a new one to this Company; the section 
has to be formed and the job is wide open for all the talent 
and initiative that the head of the section can show. The salary 
will be satisfactory and according to qualifications and ability. 


Those with the necessary experience should send, in strict 
confidence, an outline of their career to date and an indication 


of salary required to:— 


CLIFFORD W. CROUCH 
Director 


T. J. SMITH & NEPHEW LTD. 
‘HULL, E. YORKS. 


NTLEMAN required to vbtain Indus- 

tal Advertising for leading Journal. 
st be accustomed to contacting at a 

Directorial level. Terms according to 

, a Write, in steict confi- 

ence, & 

Box 608 Ad. Weckly 180 Fleet St EC4 


SCHEDULE TYPIST required by London 


Advertising Agency Knowledge of 
shorthand. 9.30—5S.30. Five day week. 
Own canteen. Write giving details 
experience and salary required to 

Box 605 Ad. Weckly 180 Fleet St_ EC4 


YOUNG MAN required to assist Raver. | 


tising Manager in the preparation 
ess advertisements and semi-technical 

Write stating age, ¢x 

nd salary expected to J. n 

& Sons Lid., Brampton Road, Bexiey- 


FIRST CLASS 
Typographer 
REQUIRED 


He will have a keen appre- 
ciation of modern typography 
and possess the experience and 
ability to give it practical in- 
terpretation in press advertise- 
ments. He will be expected to 
superintend the openers 
work of layout men, and will 
generally be responsible for all 
press typographical work pass- 
ing through the Agency. 
He should write or phone to 
the Art- Director, T. B. 


Browne, Ltd. 163 or 
Victoria St., London, E.C4. 
CENtral 9291 


5 
| 
| 


instance giving age, salary requiced and 
peories cmpmtence. 
x 618 . Weekly 180 Fleet St EC4 


ASSISTA ~~ So ee 
AGER 


requir wledge 
typography, Gene pe printing and able 
to prepare layouts 


talogues 
Age 22-26. Write giving ‘tall 


jary 
imited, Great West Road, Brentford 


A good. opening awaits a young 
woman familiar with the requirements 
of a Voucher Department and able 
to type. Write giving details of ex- 
perience and salary required to Secre- 
tary, Armstrong-Warden Lid. 69 
New Oxford Street, W.C.1. 


WANTED ALIVE! Junior Executive, 


ience and salary requi to 
Box 610 Ad. Weekly 180 Fleet St EC4 


Wanted by established Agency Free- 
lance artists for good quality realistic 
illustration for Children’s Books. 
Write 


Box 606 
Advertiser's Weekly, 180 Fleet St., E.C.4 


*Phone your Classifieds to CHA 8844 (Ex 23) 
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AuGusT 16, 1951 


APPOINTMENTS VACANT 


The post of 
TRAFFIC 
MANAGER 
will soon be open 
in one of London’s 
largest agencies 


This important job (with 

commensurate salary) 

calls for a man of wide 

experience and consider- 
able authority. 


Box 619 
Advertiser's Weekly, 
180 Fleet St., E.C.4 


Correspondence will be 
treated as ‘“‘confidential.” 


FEMALE GENERAL ARTIST required 
for Advertising Dept. of motor car 
i f . London Aic- 
port vicinity. Write stating age, 
experience and salary required to Adver- 
tising Manager, Magnatex Ltd., Bath 
Road, Harlington, Mi 
ARTIST REQUIRED for Black and 
White Copy Work for Line Block re- 
production, Good opportunity for girl 
with some studio experience. Write or 
call Hallons Advertising Service, Arkley 
Road, WALTHAMSTOW., E.17. (Near 
St. James Street Station.) 
REPRESENTATIVES required for 
London, Birmingham, B-isto!l, Glasgow, 
Manchester and Liverpo«! areas for the 
International Telephone Directory, the 
first of its kind in the world. The 
positions offer definite scope and pro- 
motion to the post of District Manager 
Payment will be by salary, commission 
and bonus, and successful applicants 


CLASSIFIED ADVERTISEMENTS 


TMENTS WANTED 


SHORTHAND. TYPESTS, Private Pa 4 
. Clerks, If you in 


Bureau, Excel House Whitcombe 

Street, W.C.2 (WHitchall 5924). We 
specialise in efficient Personnel. 

A SMALL AGENCY may wel! need the 
Services of one who can assume sole 
charge of production. An intelligent, 
energetic, ex-public school man _ with 
three years’ practical experience of pro- 
duction routine, will, in mid-September, 

disposal of those who can 
work, eens prospects and 
Tremuneration. Wr 
Box 538 Ad. Weekly 180 Fleet St BC4 


ACCOT with 
ri 


ar ee ACCOUNTANT 
secks change. 
Satine, blocks. space, 
_ preparation of client's accounts, 
> 


Box BF xa: Weekly 180 Fleet St EC4 


Calling all 
MANUFACTURERS and MERCHANTS 


Why leave your 
hands of innumerable 

printers, agents, etc. If you desire 
the services of a young (28) Adveriis- 
ing Manager to organise or take over 
internal Advertising Department, co- 
ordinate print planning and design, 
copywriting and layout, _ Dress adver- 
tising print- 


Publicity in the 
designers, 


letterpress a 
ing. etc., please Comnet 


Box 607 
Advertiser's Weekly, 180 Fleet St., E.C.4 


GENERAL 
Seeks change 
position (sound studio experience) 
Box 542 Ad. Weekly 180 Fleet St EC4 


FIRST CLASS ARTIST, 
I - . cooks progressive 


studio experi- 
e post in finished 


Box Mois Ad. Weekly 180 Fleet St BC4 
1ICKET WRITER (full ) 

seeks progressive job ‘nowledge dis- 

play work and signwriting. All inquiries 

answered apeceiy from any firm re- 

quiring own write: 

Box 613 Ad. Weekly 1 180 Fleet St BC4 
YOUNG MAN, 23, Inter A.A., versatile, 

requires position affording scope 

experience. 3 years agency and printers 

Box 616 Ad. Weekly 180 Fleet St BC4 
FIRST CLASS LETTERING and 

artist desires permanency in “Studio for 

3 days a week 

Box 543 Ad. Weckly 180 Fleet St BC4 


ADVERTISER'S WEEKLY 


BUSINESS OPPORTUNITIES 


PRINTING BUSINESS 
FOR SALE 


Letterpress. London. Turnover 
£25,000: plant capable of an ad- 
ditional £10,000. A going concern 
with an efficiently organised factory 
and offices. Contented staff of T.U. 
employees and first-rate Manager. 
An excellent opportunity for a 
substantial Advertising Agency to 
acquire its own works. Capital in- 
volved about £20,000. Principals 
only. 


YOUNG LADY recently left. art school 
requires work in 9 Figure work 


eferred. London 
jox 623 Ad Weekly. 180 Pieet St BC4 


FREE LANCE SERVICES 


SMALL OLD-ESTABLISHED STUDIO 
wishes to contact agency or agent for 
top grade figure, fashion and gencra! 
aay 
Box €24 Ad Weekly 180 Fleet St BC4 


FREE. LANCE ADVERTISING SER- 
LL lata 


Personal 
par 373 Ai. ‘Weekly “Teo | Fleet St BC4 


CREATIVE LETTERING. prompt ser- 
vice. GRO 7525. 
PHOTO-UNION LTD.. al) photographic 
services and facilities. Studio House, 12 
GERrard 7184 


FREE L ANCE CorYwaitEa—te- 
liable. original—can acce) 
Box 484 Ad. Weekly 180 Trleet St BC4 


— 


¢’s Weekly, 180 Fleet St., E.C.4 


POSTAGE Reduced for 
Your DIRECT MAIL 
by using HOMEX up-to-date 
MAILING LISTS. 
Built to YOUR requirements. 
All Dead Wood Eliminated. 
Every name a PROSPECT. 
Enquiries to 
Statistical Department 
HOMEX PUBLICITY 
66 New Bond St., London, W.1 
ARC: 6076 


VERSATILE ARTIST VISUALISER, 
seeks position with scope in_ publishers 
or publicity department Experienced 
in layout, typography, technical and 
creative artwor'! 


k 
Box 537 Ad. Weekly 180 Fleet St BC4 


SENIOR ADVERTISING EXECUTIVE 
seeks appointment as 
ADVERTISING MANAGER 


reputable organisation. 
experienced (Home 
broad) in campaign planning (all 
media) copy and editorial publisity, 
house organs and direct — litera- 
ture International agency 
national press experience. Samples of 
work available. Wreite 


with large 
Thoroughly 


Box 620 
Advertiser's Weekly, 190 Fleet St., E.C.4 


must live on territory. will- 
ing to cover the areas stated who have 
proved space selling experience and 
can furnish first class references, are 
requested to write full particulars in 
the first instance to: The International 
Telephone Directory Co., 12 Sackville 
Street, London, W.1. 


PRODUCTION 
MAN 


We want a man who can 
handle a print job from the 
O.K’'d layout to the final pas- 
sing of proofs and can also 
create own layouts when 
necessary. We do not ask for 
copywriting ability or finished 
art work, but insist on pre- 
vious agency experience. Ex- 
cellent opportunity for the 
right man. Write, stating 
experience and commencing 
salary to 


Box 621 
Advertiser's Weekly, 180 Fleet St., E.C4 


UBLICITY AND MARKETING 
MANAGER, 20 years’ all-round experi- 
ence, seeks post with firm that can use 
his first<lass practical knowledge of 
Understands marketing pro- 
lems and initiates and produces pub- 
licity and other matter that is “right for 
the purpose. Full details from 
Box 520 Ad. Weekly 180 Fleet St EC4 


TECHNICAL ILLUSTRATOR Qs) 
secks change Experienced draughts- 
man with artistic ability 
Box 513 Ad. Weekly 180 Fleet St EC4 


AGENCY “FRAINED MAN (26), D.A.A. 
10 years’ all-round Practical ex 


and initiative will be fully used. 
chester area preferred but not essential. 
Box 614 Ad. Weckly 180 Fleet St BC4 
EXPERIENCED VERSATILE MAN 
ks position Agency, 
Studio, Printer “y Direct 


% 12 years’ all branches 
Adverusing Management. London pre- 


Box. iss Ad. Weekly 180 Fleet St EC4 
BUSINESS EXECUTIVE, 39, resident 
Lancs, seeks change. 20 years’ experi- 
a S35 es. Advertising. Account- 
Box. ‘S29 Ad. Weekly 180 Fleet St EC4 
VISUALISER, aged 30, London Agency 
trained, with overseas experience, 
secking @ senior post. rienced in al! 


classes of press advertising, print and 
art direction. Please write in 


dence to 
Box 531 Ad. Weekly 180 Fleet St EC4 


SHOW CARDS, CUT-OUTS, 
Book Jackets. Advertising Folders, 
etc.. by photo-litho of letterpress 
(own photo-itho process plant.) 
CARILLON PRESS LTD. 
Fine Colour Printers, Bournemouth 
Boscombe 36835 
: 98-100 Fleet St., E.C.4. 
Phone CENtral 1740 


LETTERING ARTIST, experienced in 
. seeks free- 

Designs or working draw- 

ings. Good work and reliable service. 
_ Box 612 Ad. Weekly 180 Fleet St 'C4 


EXPERIENCED “COPYWRITER And 
journalist can accept free-lance work: 
calling subbing. reviews, pamphicts, 
ad. copy, etc. 
Box $22 Ad. Weekly 180 Fleet St BC4 


if IT’S GOT TO BE FUNNY! Robert 
(Starving Artist) Brett for anything 
from a_ Poster to a Christmas Card 
Phone _TEMpie Bar 5749 


SMALL WEST END ART SERVICE 
secking contacts with agents and 
studios, offers first class layout, letter- 
ing, women's fashion, scraper and 
general! art work 
Box 52) Ad. Weekly 180 Ficet St EC4 


ALL-ROUND ARTIST (in job but_wants 
better work) Pen ‘olour, figures, 
Can work small. 


children, pretty girls 
Box 454 Ad. Weekly 180 Fleet St BC4 


Reliab! 
BUSINESS OPPORTUNITIES 


MANCHESTER REPRESENTATION 
good office organisation and cxperi- 
enced, well-known space seller could 
accept another wade, technical of 
export journal on commission terms. 
Selling campaigns initiated and inter- 
viewing at high level Results cannot 
be guarantced but best effort can. 
Journal need not be hoary with age, 
but must have genuine cir.ulation giv- 
ing fair deal to advertisers. 

Box 530 Ad. Weekly 180 Fieet St BC4 

COTINE.—London Publishers would 
exchange 25 ww 40 reams Double 
Medium Cotine 50 ib. for equivaient 
value in Double Crown Cotine, Acro- 
cote or White Art 
Box 611 Ad, Weekiy 180 Fleet St BC4 

QUICK DUPLICATING. TYPEWRIT- 
ING, addressing, —, Reasonable 
cost. Victoria Secretarial Service, 316 

Bridge Road, S.W.1. VIC 


v auxhall 
4189. 


ENERGETIC,  empenionees young lady 
secretary secks interesting post. 
shorthand — X. car —¥ 


Experience ig 4 journal work 
Box 622 Ad. feckly 180 Fleet St BC4 


PGATES are invited to 


ACCOMMODATION 


DESK SPACE AVAILABLE in existing 
studio, Villiers Sweet, for free-lance 
artist; preferably r 
Desk, light, heating 
phone and reception room, office wor 
might be arran 35s. weekly. p— 

e Stammers Ltd., 59 Fleet Street, 

E LIGHT ROOM, firs: floor suite 
uiet situation. Nr. Bond Street. Suit 

Tee Lance artist, agent, , et 

Electric light, central neutas. tel. and 

use of reception room 

Box 625 Ad. Weekly \g0 Fleet St BC4 


PRINTERS 


LONDON LETTERPRESS Ys ig <~ 3 
es 


supplied; use é 


le 
Box 381 Ad. Weckly 180 Fleet St BC4 


SALES AND WANTS 


SALE—S tons zinc sheets in various 
sizes from 3 ft. 2 in, x 1 ft 10 in 
maximum. Down to | ft. 6 in, sq. min., 
includes 21 10 27 gauge. be 
iMspected in Birmingham 

__ Box 604 Ad. Weekly 180 Fleet St_ BC4 


IT LINOTYPE MACHINES in 
excellent working condition available 
for disposal. These are equipped with 
Funditor Heater. spare magazine, etc. 
Inspection invited. St. Clements .™. 
Portugal Street, Kingsway, 


SPECIAL ANNOUNCEMENTS 


COCKBELL, Poster Inspector, 59 
Clark Street, Birmingham, is pleased to 
a all interested that he now 

mone installed. Number is EDG- 


IN 4078. 
. KING DOES MATTER. 
Editor August 2 = | Well 
uct club 


known teacher can 
classes ficedes) October 0 nwards. 
Box 527 Ad. Weekly 180 Fleet St BC4 


See August 9 issue of Advertiser's 
Weekly, pages 278 and 279 for 
the Advertising Services 
& Supplies Section. September 
6 will be the next issue con- 
taining these services. 


’Phone your Classifieds to CHA 8844 (Ex 23) 


aE — it es a 
Kae ul oe 
- ———| ho | : 
, r | Ai 
ans 
- — ae ,r i 
Zz —=| a 
fay ; 4 
tad j i" 
=. — F em 
eae | q 
, | SS 
Ls EL 7 
* a : f 
“_. FC 
‘ | a | 
ee 
i ige — 
y 
. " : 
_ _ ' 
3 | , 
| | so r 
= po 
OVERSEAS DEL : 
Bloomsbury ‘square. W'C.1. where. they 
ss 
f 


SINCE NEWSPAPERS BEGAN the first condition of 
news is that it should be reliable. Never have people felt 
this more acutely than they do now. To report the news 
faithfully and fully, to publish only what is well-informed 
and trustworthy — that has always been the purpose of 
The Times. The reputation of The Times as the world’s 
leading newspaper has been won in the past, and is 
sustained today, by a news service of unrivalled scope 


and accuracy. 


~ 


TODAY’S NEWS DEMANDS 


TIMES 


Tuurspay, AuGust 16, 1951 


S. a copy 
52/6 a, yoar 
Post free 
55/- (overseas) 


THE TIMES 
Daily Price 3d. 


THE TIMES 
LITERARY SUPPLEMENT 
Every Friday Price 6d. 


THE TIMES 
EDUCATIONAL SUPPLEMENT 


Every Friday Price 3d. 


THE TIMES 
WEEKLY EDITION 
Every Wednesday Price 6d. 


THE TIMES 
REVIEW OF INDUSTRY 
First Wednesday of Every Month 
Price \s. 


THE TIMES REVIEW OF 
THE BRITISH COLONIES 
Quarterly Price 6d. 


THE TIMES REVIEW OF THE 
PROGRESS OF SCIENCE 
Quarterly Price 6d. 


STOP PRESS 


£3,000 OFFER FOR 
TURPIN FIGHT 


Representative of Watneys 
meeting Jack Solomons just 
before “Queen Mary” sailed was 
authorised to offer up to £3,000 
for right to sponsor broadcast 


and will not make any definite 
| until arrival in New 


FILM POSTERS 
CLEAN UP 


Cinemas throughout Britain 
to co-operate with Censor 
toning down sensational film 
posters. List of 20 films for 
which he thought posters “too 
highly-coloured or misleading” 
supplied by A. T. L. Watkins 
secretary tish Board Film 
Censors to Film Industry Publi- 
city Circle. Warning by London 
and Home Counties’ branch 
secretary of Cinema Exhibitors 
Association sent to 230 cinemas 
urging boycott of lurid and mis- 
leading publicity material 


BRITTAIN ACQUIRES 
ANOTHER - JOURNAL 


“South a wy Journal,” 
founded in 1863, has been ac- 
quired -- William J. Brittain, 
— < of “Recorder,” ales 

World, da.” “Im —— 
— Will be published 
instead of weekly. 


American . 

American World,” which circu- 
lates in Latin-America, will, in 
— be in Spanish through- 
0 


“Bandwagon” is to retain 
ll in. x 8] in. format in which 
special Festival number was 
published, Ad. rates will not be 
altered. 


H. Guggenbuhl, ad. manager 
“Neue Zurcher Zeitung,” injured 
in Kensington road accident 
after International Advertising 
Conference returned home 
yesterday (Wednesday). 


Published 4 the Proprietors, BUSINESS PUBLICATIONS, Led., at their office at 180, Fleet Street, London, E.C.4. 
ugust 16, 1951. Printed in England by Staples Printers Limited at their Great Titchfield Screet, London, 
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